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Rough Proofs 


An aircraft manufacturer is ad- 
vertising in the classified columns 
of ADVERTISING AGE for a “Work- 
horse with Wings.” 

Pegasus crossed with Perch- 
eron? 

a r F 


Ralph H. Sartor, formerly a 
colonel in the transportation corps, 
is now back on the job with Trus- 
con Steel. 

Khaki 
sartus. 


to civvies, Sartor re- 


Su & 


The War Advertising Council’s 
agency task force has been busily 
engaged the past few weeks writ- 
ing ads on “Prepare for Winter.” 
That’s one nice way of cooling off 
in July. 

 \e- e 


Elon Borton, the pride of La 
Grange, is going to New York as 
the first paid president of the 
AFA, Paul West and Fred Gamble 
will soon give him the grip and 
the countersign. 
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Hollywood is so firmly com- 
mitted to the star system it is 
probably not taking note that 
close races in the big leagues are 
bringing out record crowds, in 
spite of the fact that baseball’s big 
guns are all in the service. 


.  ¥ 


“One plucks, slaps or bows a 
base fiddle,” avers H. V. Little, 
“but never does one strum a base 
fiddle.” 

What do you do if you’re play- 
ing shortstop? 


a 


Such is Fame Department: A 
well-intentioned friend and ad- 
mirer sends in-a contribution “for 
your column, Roughly Speaking.” 

And Rough Proofs is now 
nearly 16 years old! 
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The best way to make a na- 
tional advertiser gnash his teeth 
is to print the name of his favor- 
ite brand in lower case, as AD- 
VERTISING AGE did last week in 
reporting an FTC action involving 
“ovaltine.” 

- ww 


One of AA’s star reporters 
wrote a story in which he referred 
to the Biblical character Gameliel. 
All young old-timers who remem- 
ber the Harding campaign know 
that it is Gamaliel. 
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Dad’s Old-Fashioned Rcot Beer 
has “Papa,” “Mama” and “Junior” 
ize bottles, and you don’t need 
nside information to know that 
all the breaks go to the old man. 
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Lucky Strikes, the story says, 
ells most with the smallest ad 
udget of the Big Three. Maybe 
reorge Washington Hill is a little 
omething besides lucky. 
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“Today,” says Daily News Rec- 
rd, “work clothes are smartly 
tyled, comfortable, trim.” 
Never underestimate the power 
f a woman. 

. w v 


TESTS NEW CLEANSER—Swift & Co., 

Chicago, with its Sunbrite cleanser al- 

ready established nationally, is testing 

a new cleanser with this large-space 

newspaper copy in a limited list of 

markets. Needham, Louis & Brorby is 
the agency in charge. 


Fifth AM Network 
to Start Sept. 16 
in 26 Markets 


Grand Rapids, Mich., July 19.— 
A fifth standard radio network, the 
Associated Broadcasting Corpora- 
tion, with affiliated stations in 26 
major markets, will be launched 
Sept. 16, Leon- 
ard A. Versluis, 
owner of Sta- 
tion WLAYV, 
Grand Rapids, 
and president of 
Associated, an- 
nounced this 
week. 

Headquarters 
for the new net- 
work have been 
established in 
Grand Rapids 
and in New 
York City, with Gene Kraemer, 
former NBC salesman, in charge of 
the New York office located in the 
Chanin building. Chicago offices 
will be opened soon. 

While both Mr. Versluis and Mr. 
Kraemer refused to divulge the 
call letters of the stations joining 
the new web, it was established 
that it will include leading inde- 
pendent stations in New York, 
Chicago, Cincinnati, Baltimore, 
Philadelphia, Washington, Los An- 
geles and San Francisco. In Chi- 
cago, it was learned, Station WJJD 
will be an affiliate. 


Henderson Is V.P. 


Other executives of the network 
are William Henderson, Detroit 
advertising executive, vice-presi- 
dent in charge of stations; Dick 
Connor, formerly MBS stations re- 
lations executive, in the same ca- 
pacity with Associated; Roy Kelly, 

(Continued on Page 63) 


L. A. Versluis 


"Voice’ Letter... 


reacts to FEPC editorial. 
See page 38. Other fea- 
tures: 


Ad-libbing .......... 12 
RE EN Sa) arid agn ie. OOS 12 
is 6 ice an a eC a ae aan we 43 
Getting Personal ............. . 48 


RFC Plans Steady 
Ad Campaign for 
Surplus Supplies 


Washington, July 17.—Plans for 
12 and 13-week schedules of sur- 
plus property advertising in news- 
papers in three major marketing 
areas were outlined at a meeting 
of RFC officials here last week- 
end as the prelude to a steady ad- 
vertising effort in a larger number 
of communities throughout the 
country. 

With promotion plans moving 
rapidly into shape, advertising 
officials assured the visiting dis- 
posal agency sales people that 
RFC is rapidly working away from 
“single shot” advertising to the 
point where its ads will run on 
regular schedules in newspapers 
and in the trade press. 


Tests 


The meeting did hear of a new 
“single shot” test, however, in the 
form of a 900-line insertion re- 
leased to a list of 160 newspapers 
promoting the new RFC pamphlet, 
“How to Do Business with RFC,” 
for publication during the week 
of July 23. RFC people are said 
to visualize about $2,500,000 worth 
of advertising on the basis of pres- 
ent plans. 

Advertising personnel from 
RFC, and from its agency, Fuller 
& Smith & Ross, described the 
forthcoming “department _ store” 
type ads which are to be inaugu- 
rated in New York within a few 
days, in Cleveland Aug. 8 and in 
Detroit in September. The meet- 
ing also heard about an important 
trade publication drive for ma- 
chine tools, involving full pages 
for six-month periods in 26 pub- 
lications serving 14 different 
trades. Regular schedules in avia- 
tion trade publications are also 
expected to continue. 

First of the newspaper schedules 

(Continued on Page 62) 


Pamphlet Copy 


Budd Maps All-Out 
Ad Drive for New 
Railway Coaches 


Philadelphia, July 18.—The Ed- 
ward G. Budd Mfg. Company and 
its advertising agency, Lewis & 
Gilman, are making no secret of 
the fact that Budd stainless steel 
railway passenger coaches will 
roll off assembly lines this fall, 
and that Budd bodies and other 
parts for the automotive industry 
are high up on the schedule for 
early production. 

This month, announcement ads 
of about 700 lines tell of the 
newly-acquired Red Lion plant 
at Bustleton, in northeast Phila- 
delphia, in which “in increasing 
volume, advanced types of the 
stainless steel streamline trains 
which have paced progress in rail- 
way passenger transportation” will 
be constructed. The Hunting Park 
plants in Philadelphia are being 
readied for resumption of work, 
including production for Ford, 
General Motors, Chrysler, Stude- 
baker and Nash, and stainless steel 


(Continued on Page 61) 


Last Minute News Flashes 
Larus Ads to Introduce Holiday Pipe Mixture 


Richmond, Va., July 20.—Larus & Bro. Company will introduce a 
new pipe mixture, Holiday, with two-color half-column ads in the first 
August issue of Look and an early September issue of The Saturday 


Evening Post. 


Slogan for new product will be “An adventure in good 


smoking,” and packages will show typical holiday sporting scenes. 
Warwick & Legler, New York, is the agency. 


Anthracite Industries Schedules $400,000 Campaign 
New York, July 20.-— Anthracite Industries, Inc., on Aug. 1 will 


launch a new campaign in 58 northeastern newspapers with insertions 


running to 1,000 lines. 
plain present fuel shortages. 
York, is the agency. 


Approximately $400,000 will be spent to ex- 
J. Walter Thompson Company, New 


Kenneth Beirn Rejoins Dancer-Fitzgerald-Sample 
New York, July 20.—Kenneth Beirn, former executive vice-presi- 
dent and New York manager of Grant Advertising, and previously 
with Dancer-Fitzgerald-Sample and Pedlar & Ryan, New York, is re- 
joining Dancer-Fitzgerald-Sample as an executive in the New York 


office. 


Ceco Steel Names Goodkind, Joice & Morgan 

Omaha, Neb., July 20.—Ceco Steel Products Corporation has ap- 
pointed Goodkind, Joice & Morgan, Chicago, to handle its account. 
Building and highway construction papers will be used, with consumer 
copy a later possibility. Charles O. Puffer is account executive. 


Kaufmann Bros. & Bondy Shifts Account 


New York, July 20.—Kaufmann Bros. & Bondy, Inc., maker of Kay- 
woodie and Yello Bole pipes, has moved its account from H. M. Kiese- 
wetter Advertising Agency to Anderson, Davis & Platte. 


Advertisers Asked 
fo Help Ward Off 
New ‘Buying Spree’ 


Davis Letter Warns 
of Dangers; Campaign 
Book Being Issued 


Washington, July 18.— An ur- 
gent appeal to advertisers, par- 
ticularly in the consumer durable 
goods fields, to join in an effort to 
prevent a buying spree for new 
automobiles, appliances and other 
civilian goods was sounded today 
in a letter from William H. Davis, 
director of the Office of Economic 
Stabilization, to War Advertising 
Council Chairman James W., 
Young. 

Forwarded to the presidents of 
hundreds of large consumer goods 
manufacturing and merchandis- 
ing organizations as a_ personal 
message from Stuart Peabody, 
council coordinator for anti-in- 
flation campaigns, Judge Davis’ 
letter points out that the quanti- 
ties of civilian goods during the 
coming months will be “absurdly 
small in relation to demand” and 
warns that “we will be hard put 
to prevent an explosive rise in 
prices if people take the appear- 
ance of the first new car or washer 
as an indication that they can 
begin to buy freely.” 


Peabody Pays for Mailing 


The mailing is understood to 
have been undertaken at Mr. Pea- 
body’s personal expense, 

The Davis letter was prompted, 
Mr. Peabody explained, in the 
course of an effort on the part of 
Mr. Young to sound out the gov- 
ernment’s reaction to a council 
presentation then in preparation, 
which urged advertisers to con- 
tinue their support for the eco- 
nomic stabilization program dur- 
ing the reconversion period. 

In answering Mr. Young, Judge 


Ads Announce 
First All-Cargo 
Air Service Firm 


New York, July 19.—Readers of 
four Manhattan dailies today read 
of the opening of the “first and 
only commercial all-cargo airline 
in America set up to operate on 
a non-schedule basis to any air- 
port in the United States.” 

Insertions of 300 lines each ap- 
peared this morning in the Herald 
Tribune and Times, and are 
scheduled for today or tomorrow 
in the Sun and World-Telegram, 
to announce the formation of Air 
Cargo Transport Corporation, with 


H. Roy Penzell president and 
treasurer, and William L. Rome 
secretary and general traffic man- 
ager. Mr. Rome was formerly 
traffic manager at Miami for 
TACA Airways Agency, reported 


to be the world’s largest commer- 
cial cargo carrier. 


| Because, as copy states, “a fleet 
| of twin-engined transports de- 
| signed especially to carry all types 
lof cargo,” is already available, 
land because cargo will be carried 

on a charter basis, Air Cargo 
| Transport promises delivery on 
la time schedule as set forth in 
| 


agreements between shippers and 


Information for Advertisers ... 12 | the company. 
Balm Barr hand i . Beast Tree 36| Part of Ford Account Goes to K&E Ads, which show an ACT cargo 
g its budget for a big sales drive | Obituaries va 5 eee . 6 : a \liner, urge “if time is a factor 
| the Midwest. With a little more | Photographic Review .............. 67 Dearborn, Mich., July 20.—Ford Motor Company has named Kenyon in vour business, if shipping is a 
expansion, there may even be| Postwar Planning ................. 46 & Eckhardt, New York, to handle part of its account, including general | problem, talk to’ us about ACT.” 
balm in Gilead. Rivets ines ... ' 63| assignments and some radio. J. Walter Thompson Company will con-|" Grant Advertising, New York, 


tinue to hold a portion of the account. 
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Davis stated the case so com- 
pletely, Mr. Peabody explained, 


that the correspondence was being 
released in lieu of a formal presen- 
tation of the program. 


Replacement Job Difficult 


Judge Davis pointed out that 
a recent government survey by 
the WPB’s Office of Civilian Re- 
quirements indicates that in the 
first year or so after the produc- 
tion of household electrical ap- 
pliances is resumed, manufac- 
turers will find it difficult even to 
keep pace with the normal mor- 
tality of these goods, so rapidly 
are they now wearing out, and 
that it will be a long time before 
they can make a dent in deferred 
demand. 

Judge Davis said he believes 
that if the public understands 
that new goods will be slow in 
appearing on the market and that 
it must continue to buy only 
genuinely needed articles, from 
legitimate sources, and at the 
right price, we can avert the ‘wild 
disorderly scramble for goods that 
will force prices up.” 

“It seems to me that advertising 
can be immensely helpful in de- 


veloping this understanding,” he, 


told Mr. Young, “just as it has 


already been helpful in securing | 


public cooperation for many other 
facets of the fight against infla- 
tion. 

“In particular advertisers in the 
consumers durable goods fields— 
manufacturers and merchandisers 
alike—are in an ideal position to 
tell the facts about the supply 
situation and explain the danger 
of a buying scramble. They can 
do this, I am sure, without any 
risk of reducing demand so greatly 
that they will lose sales. For 
some time, I know, their problem 
will be to produce all they can 
sell.” 


Can Safeguard Own Interests 


“T realize, of course, that each 
firm is coneerned about getting its 
full share of both the immediate 
and deferred demand,” the letter 
continues. “But it seems to me 
that it should be possible in ad- 
vertising to safeguard this inter- 
est and at the same time con- 
tribute materially toward control 
of unrestrained public buying.” 
Judge Davis expressed a belief 
that such advertising “would at 
once advance public understand- 
ing and serve the company’s own 


interest.” 

Mr. Young, in an earlier letter 
|to the director of economic sta- 
bilization, had expressed alarm 
| about “increasing publicity in re- 
;}cent weeks regarding plans for 
resuming the production of con- 
|sumer goods.” 

“This sort of talk,’ he said, 
“may make people too optimistic 
about being able to buy things 
they have wanted for a long time, 
and thus set in motion a mad 
scramble for goods as soon as they 
come on the market.” 


Producers See Threats 


Mr. Young said the council be- 
lieves that manufacturers of con- 
sumer durable goods are con- 
cerned about the situation, the 
embarrassment involved and the 
threat to their security. 

To assist in attaining high post- 
war employment, he said, he 
believed these manufacturers and 
distributors will want to pro- 
tect purchasing power by urging 
consumers to exercise prudence in 
buying the limited supplies which 
are coming into the market, and 
to suggest that people save as 
much of their money as possible 
for the purchase of automobiles, 
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“Hello, Joe. How do you like the job I got through ‘Jobs for GI’s’?” 


“Jobs for GI’s” may not make ’em all presidents, but it does make ’em happy! In 


fact, as a direct result of appearing on WJW’s weekly half hour, four out of every 


five ex-servicemen have gotten the job they wanted! 


The sponsor, Kronheim Furniture Company of Cleveland, working with U.S.E.S., 


is more than pleased with the service the program is performing in bringing 


returned GI’s and employers together. 


That’s just one more example of how WJW’s alert program department produces 


top shows—tailor-made to suit a sponsor’s needs. 


| refrigerators, radios, etc., when 
they are plentiful again. 

The exchange of letters fitted 
closely into a post V-E Day sup- 
plement to the OWI policy state- 
ment on economic stabilization, 
soon to be widely distributed. Its 
introductory statement is a quo- 
tation from President Truman, 
made at the time he signed the 
bill renewing the Price Control 
Act July 1, that “Everyone of us 
|must refrain from making unnec- 
essary purchases of scarce goods, 
and everyone of us must put as 
|many of his dollars as 
into war bonds.” 


Collaborate on Book 


The campaign book, prepared 
under the direction of OWI dep- 
uty Harold Stone, and stabilization 
campaign manager Simon Lessor, 
gives a detailed analysis of the 
shortage and mechanical problems 
that must be solved before suffi- 
cient new consumer goods will be 
available to offset the dangers of 
inflation. 

Warning that earnings will con- 
tinue high, and that large savings 
will offer a temptation to many, 
it points out that the inflation dan- 
ger after the last war was most 
serious between March, 1919, and 
June, 1920, when, according to 
Price Administrator Chester 
Bowles, ‘“‘We went up fast; we 
came down fast.” 


New Slogan Used 


The program statement intro- 
duces a new expression, ‘Take it 
slow and easy,” which is destined 
| to become the government’s slo- 
gan and advice to firms merchan- 
|dising new consumer goods. In a 


detailed discussion of the danger | 


| of inflation introduced by the pos- 


sible scramble for new _ goods, 
OWI advises “those who take it 
slow and easy, and attempt to 


definitely need it, will help to 
| take the fuse from one of the last 
bombs that could cause an in- 
flationary blowup.” 

The campaign renews argu- 
ments for continued saving and 
cooperation with stabilization con- 
trols. War 
campaign manager for economic 
stabilization is Herman Hettinger, 
and the council task force is Bat- 
ten, Barton, Durstine & Osborn. 


Ben-Gay Features 
‘Peter Pain’ in 
Fall Schedules 


New York, July 19.—Thomas 
Leeming & Co., New York, maker 
of Ben-Gay foot ointment, is plan- 
ning a fall and winter campaign 
featuring ‘Peter Pain,’ a comic 
character, who has amused read- 
ers for approximately four years 
with his “attacks” and “inevitable 
defeats by Ben-Gay.” 

Ads will appear in 2,670 news- 
papers, including country weeklies. 
Color comic strips will appear in 
the Sunday editions of 92 news- 
papers, including the Metropolitan 
Group, New York Mirror, New 
York News, Puck, and the Texas 
Sunday Comic Section Group. 
Black and white ads will appear 
in farm magazines, including Cap- 
per’s Farmer, Farm Journal & 
Farmer’s Wife, Pathfinder and 
Progressive Farmer. William Esty 
& Co. handles the account. 


WPB Postpones Macy 


Postwar Product Show 


The “Preview of Tomorrow,” 
/new_ product show planned by R. 
|H. Macy & Co., New York, and 
|tentatively scheduled for a six- 
| week run beginning Sept. 4, has 
| been postponed by action of the 
| WPB. The government agency 
| turned down the appl ication, 
|} which involved $125,000 for con- 
struction of lighting fixtures, 
| backgrounds, displays, etc., be- 
|cause it involves the use of criti- 
cal materials high on the priority 
|list. Request for opening the ex- 
|hibit in January, based on a re- 


| vised application which eliminated | 


|some materials requiring WPB 
|approval, is understood to be be- 
|fore the board. 

If the show is indefinitely post- 
poned, the plastics exhibits will 
l|be shown, as originally planned, 
lin department stores of the coun- 
try in 1946. 


buy such merchandise only if they | 


Advertising Council |medium stations in the recent mail 


possible | effective Oct. 1, 


| 


| 
| 
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NAB Appoints 
Justin Miller 
New President 


Kansas City, July 18.—Justin 
Miller, associate justice of the U 
Court of Appeals for the Distr 
of Columbia, has been appoint: 
president of the National Associ: 
tion of Broad- 
casters for a 
five-year period 


the NAB presi- 
dential selec- 
tion committee 
announced fol- 
lowing a meet- 
ing here July 
14. 

Justice Miller 
succeeds J. 
Harold Ryan, 
who has been 


Justin Miller 
interim president since the resig- 


nation in April, 1944, of Neville 
Miller. Mr. Ryan returns to To- 
ledo as vice-president and general 
manager of the Fort Industry 
Company stations. 


Practiced in California 


An associate justice since 1937, 
Mr. Miller practiced law in Cali- 
fornia, his native state, and before 
the U. S. Supreme Court. From 
1919-1921, he was attorney and 
executive officer of the California 
State Commission of Immigration 
and Housing, and has been dean 
of law at the University of South- 
ern California and Duke Univer- 
sity. He holds numerous execu- 
tive positions with legal and eth- 
ical associations. 

The committee selecting the 
new NAB president consisted of 
T. A. M. Craven, chairman, WOL, 
Washington; William B. Way, 
KVOO, Tulsa; Frank Stanton, 
CBS; John J. Gillin Jr... WOW, 
Omaha; J. Leonard Reinsch, Cox 
radio stations, and G. Richard 
Shafto, WIS, Columbia, S. C. 


Craven Reelected 


Mr. Craven was recently re- 
elected NAB director-at-large for 


ballot (AA, June 18), and Dr 
Stanton and Frank M. Russell of 
NBC were reelected network rep- 
resentatives on the board. 

The five new directors-at-large 
named were Mr. Shafto for me- 
dium stations; Matthew B. Bone- 
brake, KOCY, Oklahoma City, and 
Clair B. McCullough, WGAL, Lan- 
caster, Pa., smaller stations; Mr 
Ryan and Mr. Reinsch, large sta- 


| tions. 


Adopts Ronson Name 


Dominion Art Metal Works, 
Toronto, wholly-owned subsidiary 
of Ronson Art Metal Works, New- 
ark, has followed the lead of the 
parent corporation and changed 
its corporate name to Ronson Art 
Metal Works (Canada) Ltd. 


Kizis to Mutual i 


Frank Kizis, network service 
manager for the CBS Latin Amer- 
ican network, on Aug. 1 joins the 
national sales staff of Mutua! 
Broadcasting System. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S 
—2nd in New England. Wit 
a minimum cost you reac 
urban and suburban popu 
lation. 


*Independent Survey of Providence Bulle * 


The 


New Taven Reo 


This p 
mortal 
Georg 


On Chi 
Silk t 
jagge 
Allied 


; ii ee COS 
a pe 
eC 

ee | = 

| es | ‘eo at —— 

.\ | Py 1 | z a 

ee ——— 

og scores — “e 

| — me roy \ | 

yt NL T= 

=A rr ' oe 

Yo Nes a 

a i Waa SUASG , a 

g co — Ts a 

: emery" f | — | 

ee 000o 7) (| 

Oa F ih 
ae a 

ee a 

eC eee | 
a iN o > 2 i : a 
| —_ ee Ses ae or i ~~ hig” ~— —, vn 


*. 


Ree 


| All-over campaigner from down under 


Y) 


This photograph of an American soldier hit by German 
mortar-shell fragments was one of a memorable series 
George Silk made of the Ninth Army’s crossing of the Roer. 


tw = BS a | Se 


On Christmas Day, 1944, in the Battle of the Bulge, George 
Silk took this shot of American soldiers watching the 
jagged trail of a smoke rocket high in the air, marking 
Allied front lines as a guide to our attacking planes. 


re 
LIFE photographer George Silk’s Australian 
‘ampaign hat has been through many a campaign 
in this war. 

For his war journeys have been globe-cireling. 

George Silk left Australia in 1939 to go along 
with the Aussies to Africa, Greece, Crete, and 
New Guinea. He was one of the “rats of To- 
bruch,” holed up there when Rommel by-passed 
the town to drive to El Alamein. 


Captured when Tobruch fell, Silk escaped in 
1942 to return to Australia. He worked for the 
Australian Department of Information until he 
began doing assignments for LIFE in 1945. 

George Silk returned to the front in 1944 by 
way of the U.S. He covered the early Italian 


Marlene Dietrich, on a tour of the European front last 
winter, unveils a famed leg while G.I.’s cheer in this photo- 
graph by George Silk of one of the lighter moments of war. 


campaign ... taking notable pictures for LIFE 


readers of the darkest days at Anzio, the siege 


of Cassino, and the Allied entry into Rome. 


After following Allied armies into Germany, 
George Silk returned to the U.S. last March. He 
is now on his way back to the Pacific. 

Pictures by real campaigners like George Silk 
are one big reason why LIFE has more readers 


every week than any other magazine in history. 
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are to be exempted from the 20% 
Treasury Exempts retailers’ excise tax on _ toilet 
preparations. 
150 Shampoos Under the tax law that went 
a into effect on April 1, 1944, the 
from Excise Tax Treasury is collecting 20% on re- 


Washington, July 18.—Product 
advertising, including the wording 
of radio announcements and news- 
paper and magazine copy, is an- 
other one of those things that the 
busy Bureau of Internal Revenue 
has to worry about, it was re- 


tail sales of toilet preparations 
that are marketed for more than 
50 cents, but a number of sham- 
poo merchandisers appealed from 
the tax on the ground that their 
product was not a “toilet prepara- 
tion.” 

The Treasury’s ruling today lists 


vealed today, when the Treasury | nearly 150 shampoos that are to 
issued a list of shampoos which | be exempt from the retail tax, in- 


cluding those of most of the na- 
tionally known advertisers. In ad- 
dition, 16 shampoos, again includ- 
ing some nationally known ones, 
are to be subject to the tax. 


Identifies Toiletries Class 


Any shampoo will fall into the 
“toilet preparation” class and be 
subject to the tax when sold at 
retail, if it contains 5% or less of 
saponaceous matter, or if, though 
containing more than 5% sapona- 
ceous matter, it is “designated or 
recommended as a hair tonic or 
dressing, or for waving, bleaching, 


dyeing, tinting or otherwise im- 
parting an artificial appearance to 
the hair.” 

Under these criteria, the fol- 
lowing have been classified as 
“toilet preparations” and must 
pay the 20% excise tax: Amami 
Henna shampoo (Amami Dis- 
tributors, Inc.); Blondex shampoo 
(Swedish Shampoo Laboratories) ; 
“569” hair lightener shampoo 
(The House of Lechler); Golden 
shampoo (Nestle-Le Mur Com- 
pany); Helene Curtis cold wave 
shampoo neutralizer (National 
Mineral Company); Henna sham- 


What's Ahea 


WO-WAY telephone conversation between the 


locomotives and cabooses of freight trains, be- 
tween trains, and between trains and wayside offices 
has long been studied and tested by the railroads. 
There is every evidence that such facilities will soon 
be installed extensively. 


Many roads have plans under way—some have in- 
stallations in service now. Train communication has 
proved, under actual operating conditions, to be a 
valuable tool for the efficient movement of trains. It 
should provide a very rapidly growing market for 
radio and electronic equipment and materials. 


This development offers another illustration of the 
active railway market that looms ahead for manufac- 
turers—a market that embraces the entire range of 
railway equipment and facilities. Now is the time to 
build railway sales through effective well-directed 


s4* 


a\ ay A 
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ay Signalins 


business paper advertising. Four Simmons-Board- 
man railway publications enable you to select the 
railway men you want to reach. Each one serves a 
particular branch of railway activity—each has a 
specialized audience of key railway men. Men who 
authorize and influence purchases of train communi- 
cation equipment are readers of Railway Age, Rail- 
way Mechanical Engineer and Railway Signaling. 


A brief report has been prepared, summarizing the 
present status of train communication developments 
and what the railroads are doing in this field. Write 
to our office nearest you for your copy of “Train 
Communication.” 


Simmons-Boardman Publications 
30 Church Street, New York 7, N. Y. 
105 West Adams St., Chicago 3 530 W. 6th St., Los Angeles 14 
Washington 4, D. C, 300 Montgomery St., San Franciseo 4 
Terminal Tower, Cleveland 13 Henry Building, Seattle 1 
1518 Roland Ave., Dallas, Texas 


es 


Railroad Market 
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poo (Nestle-Le Mur Company 
Henna shampoo (John T. Stank 
& Co.); Henna shampoo (Yardl, 
of London, Inc.); Henna shamp: 


powder (Ogilvie Sisters); Henn. - 


foam Gleam shampoo (Hennafoa » 
Company); Jordeau rinsele 
shampoo (Jean Jordeau, Inc.): 
Minipoo dry shampoo (Anette 
Jennings, Inc.); Raymonde pr. - 
softening shampoo (Raymo: 
Laboratories, Inc.); Scalp-G» 
shampoo (John T. Stanley & Co.): 
Shalee presoftening shampo» 
(Raymond Laboratories), an j 
Tintz color shampoo soap (Tin'‘z 
Company). 


Reveal Purpose of List 


The list was compiled, the bu- 
reau said, so that collectors m: 
inform retailers whether certain 
shampoos are subject to the tax. 
Decisions were based on the fo) 
mulas and advertising submitte: 
by the manufacturers. , 

The bureau explained that “any 
change in advertising matter to 
the effect that one of the shampoos 
exempted from tax is to be used 
for toilet purposes other than 
cleaning the hair and scalp wil! 
render retail sales of the product 
subject to the tax on and after 
the date of such a change, regard- 
less of the amount of saponaceous 
matter in the produce.” 

Among the nationally known 
products whose advertising passed 
the scrutiny of the bureau were: 
Elizabeth Arden’s Ardena soapless 
oil shampoo; Yardley’s Camomile 
shampoo; Procter & Gamble’s 
Drene and Drene with hair condi- 
tioning shampoo; Fitch’s dandruff 
remover shampoo, New Process 
oil shampoo and saponified coco- 
nut oil shampoo; Colgate-Palm- 
olive-Peet’s Halo; Wildroot coco- 
nut oil shampoo; Taroleum 
shampoo, and Jergens’ Woodbury 
coconut oil Castile shampoo. The 
list included many other wel! 
known and lesser known products 


Smith Elected Head 
of Utilities Group 


2. 


Purcell L. Smith, president of 


Middle West Corporation, Chicago, 
will head the National Association 
of Electric Companies to. be 
formed about Aug. 1 with offices 
in Washington, D. C. He will re- 
sign the presidency of Middle 
West. 

Objectives of the new associa- 
tion will be to “present facts 
concerning public benefits result- 
ing from operation of taxpaying 
electric utility companies by busi- 
ness men under’ governmental 
regulations as distinguished from 
government ownership.” 


Anderson to Majestic 
Ernest Anderson, formerly as- 


sistant to Alfred M. Steele of 
D’Arcy Advertising Company, New 
York, has been appointed director 
of public relations and advertis- 
ing of Majestic Records, New 
York. Mr. Anderson was pre- 
viously with the American Broac- 
casting Company. 


Joins U. S. Steel 


Bennett S. Chapple Jr., former! 
assistant to the president of Firt!- 
Sterling Steel Company, McKee:- 
port, Pa., has joined United States 
Steel Corporation, Pittsburgh, 
assistant to the vice-president in 
charge of sales. 


As ’ 
POST WAR 


BUYERS 
LINE UP 


Will your products 


be represented in 
this alert medium? 
Reach the key 
men. They are in 
line for Diesel 
Equipment NOW. 


Comple fe coverage of 
abignewlndustry 


EDITED A 
PUBLISHE! 


REX W. WADI \N 
2 WEST 45TH STREET * NEW YORK 19, 
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Milady’s whim packs a wham! 


HOW A NEW MUTUAL DAYTIME PROGRAM CAN WHAM YOUR SALES 


ALL SORTS OF THINGS come to pass when this network brings the 
Cinderella legend to life, five days a week. Feminine whims get filled 
to the brim. And unusual advertising opportunities arise. 

Every weekday afternoon, between 2:30 and 3:00, we ease a 
lady’s foot into a figurative glass slipper, crown her “Queen for a 
Day’; and devote the next 24 hours to granting practically every 
wish she wishes. Jewels, a hair-do, a new hat, dates with celebrities, 
aisle seats at hit shows, ringside tables behind the velvet rope—these 
and more are hers to command (and report on, in glowing detail, 
during the next day’s broadcast). 

We're all aware of the wham that a lady’s whim usually packs 
(TimE calls this program “The roseate daydream...actually mate- 
rialized”). Transport that whim to various network origination 
points, with localized dealer and press tie-ins, and the advertising 


potentials become even clearer (VARIETY credits the show with 
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** | ..strong commercial possibilities”). Review the sponsor-identifica- 
tion assets of audience-participation-quiz shows, and apply these 
above average results-per-dollar to your own needs (New York DatLy 
News: “Queen for a Day has a good chance of finding a sponsor 
whose foot will fit the glass slipper’’). 

Press notices, mail response, waiting lines for studio tickets— 
all these confirm our belief that “Queen for a Day” means showman- 
ship that sells. Yes, even our wives like it. Why not ask your women- 
at-home friends about this program? We'll bet they like it—and 


say “Sponsor it.” 


MORE MUTUAL PROGRAMS TO MAKE SALESMANAGERS HAPPY 


Now It Can Be Told 


Adventures of Father Brown 


5-a-week documentary drama 
Chesterton's sleuth 

Leave It to the Girls 

Calling All Detectives 


the weaker sex speaks up 


a Hawkshaw in every home 


The Mutual Broadcasting System 


WHERE SHOWMANSHIP 


MEANS BUSINESS 


Siva, y 


a Se 


ee 
& 
7 


4 F Re 
y : ee SSS SSS SSSSSSESSSEHSHSHEHSSHSHSHSSESSSESSSSSSSHSSESSSHESESSSSSHSHSHSSSSHSHSSHSSSHSHSHHSSHSSSSSSeSeeeeeeeeeeeeeeeeseeeeeeeeeeeeeeeeseeeeseses 2 = 
ley J 
ley | = 
oy a a 
oe ee se 
re , 
- fl 
ye ee 
094 —— ee fi ; a rae 
nd = 
ntz ee. 
y Wi. + WE@?) ; ee 
2eire, Sere “a 
| RPAH BG va Be 
? \ th = SG eae its +a i + FE 
\ Seed ar arr | f’) AQ ae jee 
d Bess nN CNC ee a oa iat ell 
j Fy eo eg —S=" 7, ea PA isles, es 
et : fi a _ | ‘ \ ‘ "4 7 
10S ] “y) Vg Z G@) to aN -\ > BA! ee i Le bie. a 
ed Y >) ! fc ve e aa / _. Wie A\\) Yo Ads SS LY» me ec 
an 4 Naa? 7, | pier ewoaniconanceamene =e Vi a ? ne. ad i. s me . ‘ oF il ; 
rill Y S => ACER r en % a Am x ge a * cc} * 
ict oa iy x? a ONG ee a4), (7h aq . (Cea ee * Se . ‘ x , hie 
d- : Vy & Loy q. Wy “€ ; ye \ na i i z , a iy . “a it "© P | ki es 
< @g > by hey | ee ~ BY, a r Ss , | } \ a 
'. | Vina othe COR A GOD Ee Slere rer i 
tT (\ \SRa7 ee.) ORS) Be or Se Pm 
ss 4 y ‘ id ak > la rf ‘ Wb. SE 4 ae | j YB a. 8 way |S ee Cy oan 
le ad ae 1S i Bea owe (WO IR. Bet De a 4G 
‘. eee <A \ 4 Es a ae ” 4 tt : BS al - [~ 4 . 4 ’ “i aa cr 
e's : » A\\ + i " f ae an ff * a u 4 i 7, ye. £ 
li : y - : 3S yy ee y/ ’ . i Rs. : + i &: , 4. ’ : 
iff f Re ? oe .\- NS : — | oe - 4 . i oak fn i a : 3S ——— ‘ S ; Q _ . j 
ss e bis <> — >. * fi ‘ Nos ~ ae: pices ee - f a ae 
; a sont a i an * fon “7 A ae 
4 Y . "ee ‘ ve Bn Ran ss bia 
& a ns sake. a ag . : ‘ 4 . bes : ’ + n. ‘ oer 
ji & gf Sawa) BR & 
he @ . Joo ys SS i Rhea Soe sgt z= | fa Sax F " ae 
ts. & \ md) c ff ” : \ a ee, i+ sence es 
eS } éf 4 : ee -. tS. s = a a 5: £& fa = id e joy ;# Sie: 
: : Pd, i * | fae ch et » wee , 4 \ 2 y Ss ‘a ee cies site 
Ve ly ote TR 
i a* 5 y ‘ : oR . " % eee | oe = mi ie : 7 
of t sf i if < Ss ~ s ad a a, - ( a | <2 A* Le . a ara é) 
30, ps : if : oe } ; \ : g ; 2 » aE or i : ; : , 
on ¢ We le eae : Peale 5 Se, e ag. 4 
be 7 \ \ f tA a] ‘ , Sal gies ) i . ss ‘# A e Piss ' 7 
e- \ y i >/ & 4, = eh Meg een fe } eta st 
i cS i) = ee ™ - Z — 
" | ay ‘\ | fe eo Bay ee 
ty = —a oe 
iT — 
al f yagi ; 
m met 
ee 7 
al? j ee rs 
= 4 
W A 
OI pit } 
Ww 
Ps 
a 
f CPCS SSSSSEHSESSSSESOSESS SS SSESEHESSESESEESESEHSHESESEHSEESEEESEHEHSHEHEHEHEHEEHEHHESHEHSHSHEHSHHHHEHSEHSHHSHSHSHSSSHSHESSSSHSHSSSHHESHEHHEHEHEHHEHEHEEES 
\N ee | 
a, $= ee 


OPA Issues New 
Price Rules for 
Consumer Goods 


Higher Sales Costs 


Can't Be Included, 
Agency Decides 


Washington, July 19.—OPA’s 
pricing procedure issued today for 
consumer goods marketed by “re- 
converting manufacturers” con- 
tains automatic provisions per- 
mitting adjustment of 
ceilings to absorb increased labor 
and materials costs. But there is 
no provision to cover expansion 
of sales costs. 

Designed to clear the way for 
rapid and large-scale production 
of consumer goods, the orders per- 
mit manufacturers to go back on 
the market at 1942 prices, or to 
calculate new prices which, for 


prewar | 


firms doing less 


than $200,000 | the 1941 costs of an industry for 


worth of business, become effec-| any subsequent legal increases in 
tive 15 days after they are filed| basic wage rate schedules of fac- 


with OPA offices, and for larger 
firms as soon as they receive OPA 
approval. 

Many Products Covered 

The program for “reconverting 
manufacturers” covers any prod- 
uct which was curtailed at least 
50% by the war, as well as domes- 
tic cooking appliances, washing 
machines, refrigerators, vacuum 
|cleaners, air conditioning equip- 
ment, bicycles, radios and a host 
of other consumer articles. 

Its “automatic” mechanism in- 
volves industry-wide adjustments, 
and adjustments for individual 
firms which find themselves han- 
dicapped by the general industry 
ceiling. 
| At the present time, according 
to James F. Brownlee, OPA dep- 
uty administrator for prices, in- 
dustry-wide “price increase fac- 
tors” are in preparation for about 
30 different products, with studies 
for aluminum ware, washing ma- 
chines, radio cabinets, lawn mow- 
ers and vacuum cleaners nearly 
completed. 

The “increase factor,” he ex- 
| plained, is calculated by adjusting 


tory workers and for legal in- 
creases in the prices of materials 
and parts, as well as a percentage 
of profit in a representative peace- 


|time period (1936-39). 


When the “increase factor” has 
been determined for an industry, 
every firm in that industry is free 
to add the increase to its own 
individual price. 

A second adjustment procedure, 
designed essentially for individual 
manufacturers in industries which 
have no industry-wide “increase 
factor,” remains open to those 
members of the nationally ad- 
justed trades who still do not 
have a price sufficiently high on 


the basis of their industry “in- 
crease factor” to cover their in- 
dividual 1941 costs plus legal 
wartime increases. 
File Adjusted Prices 
Under this procedure, firms 


with sales of more than $200,000 
file adjustment applications with 
their OPA district offices, which 
will allow a price sufficiently high 
to permit a profit over adjusted 
costs equal to one half the aver- 
age percentage margin of profit 


1TH BILLIONS of dollars worth of war 
contracts still to be completed, and 
with an estimated immediate démand for 
15,000,000 new cars, the automobile manu- 
facturers of Detroit are planning a billion 
dollar expansion program for new plants, 


new machinery, conversion 


of old plants. 


This program means a continuation of 
jobs and high wages for Detroit and it 
will mean a greater peacetime production 
of the new cars for which the whole country 
is waiting as it never waited for any manu- 


factured product before. 


In this great market (which exceeded a 


This program was announced recently 


when the manufacturers 


revealed 


their plans for 

accomplishing the greatest 
_ reconversion task 
\ history of industry. 


in the 


billion dollars in retail sales last year) The 
Detroit News reaches 63.8% of all city zone 
homes taking any newspaper regularly. In 
the city and suburban trading zone The 
News is 79% HOME DELIVERED. 


The Detroit News 


THE HOME NEWSPAPER 
A.B.C. Weekday Circulation, 385,399—Sanday Circulation, 477.70) 


Dan A. Carroll, 110 E. 42nd St., New York 17 J. E. Luts, Tribune Tower, Chicaga 11 


for the industry in 1936-39. Using 
a slightly more liberal formula, 
smaller firms need only file their 
adjusted prices, and proceed to 


sell without awaiting OPA ap- 
proval. 
Mr. Brownlee said that OPA 


has no evidence that hardship will 
result from the fact that none of 
the price adjustments allows for 
expansion of sales programs above 
the prewar level. Experience of 
the agency has demonstrated, he 
said, that, in general, sales ex- 
pense will be the same or lower 
during the reconversion period. 


To Meet Distributors 


OPA spokesmen said that no 
official statements can be made 
at this time about the extent of 
the price adjustments, but they are 
likely to vary from industry to 
industry with some _ industries, 
such as electric irons and washing 
machine parts suppliers, express- 
ing a willingness to retain their 
prewar prices. 

Mr. Brownlee further pointed 
out that the present formula 
covers only manufacturers’ prices 
and that discussions will be held 
this week with distributors in an 
effort to determine the amount of 
absorption that will be possible 
at the distributor level. 


Howard Radio 
Resumes Drive 


in Magazines 


Chicago, July 19. — Howard 
Radio Company has announced in 
current advertisements in Liberty, 


| House & Garden and House Beau- 


tiful that, when radio production 
for civilians resumes, it will bring 
out new Howard cabinet radios 
embodying ‘“‘Acousticolor”’ recep- 
tion, “an exclusive electronic de- 
velopment that makes it possible 
to recreate the tonal balance and 
brilliance of fine music right in 
your own home.” 

The insertions emphasize that 
Howard, “America’s Oldest Radio 
Manufacturer,’ pioneered in FM 


| receivers before the war. 


Through Turner Advertising 
Agency, the company will run ad- 
ditional ads in Liberty, House & 
Garden, House Beautiful and 
other national magazines as space 
permits during the war period. 


“Related Item’ Selling 


Cues White Rock Drive 


White Rock Corporation, New 
York, for its hot weather cam- 
paign launched this month, is giv- 
ing grocers an opportunity to in- 
crease summer profits through 
“related item” selling. Weekly 
newspaper ads and copy in Col- 
lier’s, Life and The New Yorker 
stress that “Tall drinks are better 
with fresh fruit and White Rock.” 
Recipes also are included for Tom, 
rum and wine collins, to promote 
those products mixed with “spar- 
kling”? White Rock. 

White Rock dealers have also 


been supplied with full-color fruit 
stand display cards to remind cus- 


tomers that summer is the time 
to switch from cocktails to long, 
cool drinks. Agency is Kenyon & 
Eckhardt, New York. 


Trent Joins Leaf Gum 


Paul R. Trent, formerly vice- 
president and general sales man- 
ager of Schutter Candy Company, 
has been appointed director of 
sales and advertising of Leaf Gum 
Company, Chicago. At the same 


time, Leaf Gum announced that it} 
executive and| 
of | 


is opening new 
sales offices on the 27th floor 
the 33 N. La Salle building, Chi- 
cago. 
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‘Herald Tribune’ 
‘N ames Col. Collins 
European Chief 


New York, July 18—Col. Ken- 
neth Collins, commanding offic: 
of the eastern district, Air Tech- 
nical Service 
Command, and 
prominent ad- 
vertising exec- 
utive before 
volunteering for 
Army duty in 
1942, has been 
appointed gen- 
eral manager 
and _ publisher 
of the Euro- 
pean edition of 
the New York 
Herald Tribune. 
He will be released from the Army 
to assume his new duties over- 
seas in August. 

The Tribune’s European edition 
currently is publishing an approxi- 
mate 100,000 copies daily, with 
distribution in almost every Euro- 
pean country, particularly metro- 
politan areas in France and U. § 
Army assembly and deployment 
areas abroad. 

From 1925 to 1932, Col. Collins 
was an executive of R. H. Macy 
& Co., New York department store, 
holding the positions successively 
of assistant advertising manager, 
vice-president and publicity di- 
rector. Resigning in 1932 to be- 
come assistant to the president of 
Gimbel Brothers, New York, Col. 
Collins was a director of that 
store until 1939 when he joined 
the New York Times as assistant 
to the general manager. 

In November, 1941, he joined 
Arthur Kudner, Inc., New York, 
as vice-president in charge of 
merchandising. In 1942, he was 
commissioned a major with the 
8th Air Force in England, handling 
procurement for the 8th and 9th 
Air Forces until 1944 when he 
returned to New York to com- 
mand the eastern district of ATSC. 
That district reports that under 
Col. Collins’ direction, it has been 
spending an estimated $250,000,- 
000 monthly, and has more than 
$4,000,000,000 in AAF  procure- 
ment on its books at the present 
time. 


WROK. WGAC Win 


Kenneth Collins 


WROK, Rockford, Ill, and 
WGAC, Atlanta, tied for first 
place in the station contest Larus 
and Bro. Company, Richmond, has 
been conducting for the past few 
months for the best local promo- 
tion of the Chelsea “Guy Lom- 
bardo” show. All American Broad- 
casting Company affiliates carry- 
ing the program Tuesday, 9-9: 30 
p.m., EWT, were eligible to ente! 
the competition. 

The prize winners each wil! 
receive a $500 war bond, the orig- 
inal award for first prize. Second 
place has been scratched, and 
KTOK, Oklahoma City, wé 
selected for third place, winning 
a $100 war bond. The judges were 
representatives from radio and 
advertising business papers. Larus 
agency is Warwick & Legler, Né 
York, and David O. Alber Asso- 
ciates handled the contest. 


Marshall to Mathes 


Leonard Marshall, in charge 
| foreign advertising and promotion 
|for Canada Dry Internation®|, 
|Inc., New York, for the past tv’ 
| years, has joined J. M. Mathes, 
Inc., New York, as head of t'¢ 
export department. He was pre- 
viously vice-president and gener! 
manager of Schick, Inc., Stam- 
ford, Conn. 


| f 


GEORGE T. HOPEWELL, 
NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in — 


‘“‘CONCENTRATED” 
NEGRO MARKETS 


ELECT CHICAGO for your test of America's 

great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 


Write for information 


CHICAGO OFFICE: 75 E. Wacker Drive 


Exclusive Representatives 


— 


Chelsea Radio Promotion | 
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Not gone 


ies but 
forgotten 


Can you name him? 


Unless you’re above average avd a wizard at remembering 
names and faces—the odds are 30 to 1 you can’t. That’s what 
our own check-up shows. (Try it in your own office—and see.) 
Yet—the fame of this man’s name once equalled that of any 


brand name you know now. In fact, his name has become a 


word in our language. 


% 


But fame is as fickle as the public memory—and well do Amer- 


ica’s leading advertisers recognize the fact. 


If the great brand names are to make profits for the duration 
and after—it is clear they must not only advertise—they must 
advertise continuously—leaving no chasms for unsure memo- 
ries to bridge. Or else brand names would as soon be forgotten 
as the once famous (or rather infamous) name of Vidkun 


Quizling, Hitler’s Norwegian stooge. 


So advertise they must—and in the best of all possible markets. 
That’s why you'll find their name-remembering campaigns in 
this top-of-the-cream of man-markets—the great class-and- 
quality market of sportsmen who read Field & Stream or Out- 
door Life. America’s leading advertisers know the sportsman 
as America’s best host and most generous entertainer —quick 
to spend and well able to. His favorite magazine at 25¢ a copy 
and his Restigouche salmon fishing at $2,500 a membership 
indicate his easy ability to afford the good life—prewar, in 


war and postwar. Buy both—and seli the nation’s best! 


Field G Stream 


Two Independent "——, 


Butdoor Life 
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Emerson Plans 
$1,000,000 Budget 
for Coming Year 


New York, July 19.—Emerson 
Radio & Phonograph Corporation 
will launch in August the largest 
campaign in the history of the 
company, and expects to spend 
more than $1,000,000 in the coming 
year in all media. 

First advertisements will ap- 
pear in The American Weekly, 
Fortune, Liberty, New York 
Times Magazine, The Saturday 
Evening Post and Time. Schedules 
have not yet been completed, but 
it is expected that insertions will 
also appear in eight other na- 
tional magazines. 

The ads will all utilize large 
space and will be in full color 
and black and white. All. will 
feature pictures of the first four 
sets the company expects to man- 
ufacture as soon as civilian pro- 
duction is possible. 


selections now for early delivery 
as soon as the radios become avail- 
able. 

The four models advertised will 
retail at approximately $25 for 
the pocket receiver and compact 
set, $35 for a portable set and 
$85 for the phonograph-radio com- 
bination. 

Extensive use of newspaper 
space is planned in all cities where 
there are Emerson distributors 
and the company will use dealer 
tie-ins. In addition, point-of-sale 
advertising featuring water color 
paintings of the first four models 
will be used. 

Plans are not yet formulated, 
but the company also expects to 
have a radio show in the fall. 

All advertising except radio is 
handled by Grady & Wagner Com- 
pany, radio by William H. Wein- 
traub & Co., New York. 


McCabe to Ross Roy 


Jack T. McCabe, who recently 
served the Navy as a civilian ad- 
visory engineer, has been ap- 


Radio’s 7th Loan Figure 
Hits 23 Million Mark 


NAB announced today that the 
radio industry and its advertisers 
contributed a record breaking 
$23,573,742 in time and talent to 
the 7th War Loan drive, includ- 
ing $6,743,170 by networks and 
network advertisers, and $16,743,- 
572 by local stations and local ad- 
vertisers. 

More than twice radio’s con- 
tribution in either the 5th or 6th 
War Loans, the figure is within 
$2,000,000 of total media and ad- 
vertiser contributions to the 6th 
War Loan. 


P&G Starts Two CBS 
Shows in August 


Procter & Gamble Company, 
Cincinnati, on Aug. 20 resumes 
“The Jack Kirkwood Show” for 
Ivory soap on CBS, Monday 
through Friday, 7-7:15 p.m., EWT. 

The company has also bought 
the following quarter-hour, and on 


Believe Newsprint 
Shortage to Last 
6 Months to Year 


Washington, July 19—While 
the pulp and paper situation con- 
tinued to look more favorable 
this week, newspaper publishers 
heard a warning from WPB that 
the shortage of newsprint paper 
is likely to continue for at least 
six and possibly 12 more months. 

Shipments of Swedish pulp use- 
ful in the production of book and 
calendar papers were reported to 
be moving freely toward this 
country, with several shipments 
expected in New York and Boston 
during the next few days. 


New Shortage Looms 


The newspaper industry advis- 
ory committee meeting here early 
in the week learned, however, 
that a worldwide shortage of news- 
print will result from the produc- 
tion difficulties in Finland, largest 


Copy theme will emphasize| pointed to the staff of Ross Roy.| Aug. 21 will begin Tuesday} European newsprint supplier. The 
“Order Now” and advise the/Inc., Detroit, as a technical} through Friday sponsorship of a|shortage may not prevent further 
public to call on dealers to make| writer. musical series starring Jack Smith.| periodic relaxation of quotas. 
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Ice Cream? Can Do! 


the 


® Seabees in 


Pacific often 


build 


in- 


genious ice cream machines from salvage 


materials. 


studio from Navy information. 


Here is one, reproduced in a 


Ice cream 


is a symbol of home — and a food rich in 


vitamins and calcium, like the creamy milk 


from which it’s made. 


National 


Dairy 


Products Corporation, our client, is work- 


ing 
ing 


that will help the health of 


to improve the production and process- 


of milk, and to develop nutritious foods 


the nation. 


N.W. AYER & SON, INC. 


ees 
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However, according to figures sub 
mitted to the committee, the short 
age will be so serious that su: 
pension of American newspri) 
buying abroad for at least sg; 
more months will be necessary 
prevent American buying pow: 
from draining the European mar - 
kets. 

Under the plan submitted 
WPB, and accepted by the pu! 
lishers, Scandinavian newspri 
will go exclusively to Europea 
buyers. On the other hand, Nort 
American newsprint will no longs 
be shipped overseas. 


Would Stabilize U. S. Deliveries 


In addition to conserving ship- 
ping space, and enabling the lib- 
erated areas to obtain paprr 
quickly, the plan is expected ‘o 
stabilize deliveries from North 
American mills, and to remove 
pressure exerted on the domestic 
supply by government purchasing 
for overseas use. 

Since the newspaper publishers 
may be asked to remain out of the 
Scandinavian newsprint market 
for an additional six months when 
the current agreement expires on 
Jan. 1, a special mission of pub- 
lishers, headed by J. Hale Stein- 
man, director of the WPB prini- 
ing and publishing division, will 
go to Europe for a first-hand re- 
view of the present and future 
supply situation in Scandinavian 
and other countries. 

In addition to Mr. Steinman, 
the mission will include William 
G. Chandler, ANPA president and 
chairman of its newsprint com- 
mittee; Richard W. Slocum, gen- 
eral manager of the Philadelphia 
Bulletin, and Dr. Gerard Larocque, 
technical consultant to the news- 
paper industry. 


Wendland Adds Radio 
Unit, New Accounts 


Harry J. Wendland Advertising 
Agency, Los Angeles, has added 
a complete radio department t 
its organization under the direc- 


Oo + 


are 


tion of Marvin Goodson. Mr 
Goodson has been a free lance 
radio writer and producer and 


was formerly head of the writing 
department of NBC’s western di- 
vision. He will also act as general 
account executive for Wendland 

The agency has recently added 
the regional accounts of Farnan 
& Seemann, Inc., Los Angeles, | 
photographic supply distributor, 
and Jones-Wells Company, Los 
Angeles, maker of photographi 
equipment. National accounts 
newly added are Safety Step Sales 
Company, Los Angeles, maker of 
loading steps for trucks, and 
Reeves Rubber Company, San 
Clemente, Cal., Air-Wedge rubbe! 
soles. 


Berkshire Mills Show 

Berkshire Knitting Mills, New 
York, is considering Ilka Chase fo! 
a new radio show this fall over the 
Mutual Broadcasting System. The 
company will shortly release a 
campaign in other media. Geye! 
Cornell & Newell, New York, is 
the agency. 


boy 


‘On the Pacific Coa: 


water 
is different 


Water gets into a Westerne 
blood. Salmon water of t 
Columbia; blue, blue “pictu: 
water like Tahoe and Crat 
poetic water like Yosemit 
Bridal Veil Falls. And, of cou: 
horizon-water of the Pacific. 
Western “watering places” 
frequent mention in 


Sunset 


The Magazine of Western Liv "9 
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BUILDING NO. 2 
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BUILDING N26 _READY FOR OCCUPANCY IN SEPTEMBER 1945 


Where the News of National Affairs Is 
Reported. Spot-Analyzed and Forecast 


As the news generated in Washington The United States News steadily grown 
has increased in quantity and im- over the last 12 momentous years... 
portance to the business men of Building No. 6, now under construction, 
America, so has the organization of will be ready for occupancy in the Fall. 


The United States News 
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Doner & Co. Adds Three | 
W. B. Doner & Co., Detroit 


agency, has added the accounts of | 
the Detroit Belt & Suspender | 
Company, Vigo Company and) 
Globe Venetian Blind Company. 

Detroit Belt, maker of Gari-| 
baldi belts, is using direct mail 
and radio; Vigo, maker of Scora- | 
min capsules for hay fever and| 
Vigo laxative, is using newspapers 
and radio, and Globe is testing 
Michigan and West Coast markets 
with newspaper ads and direct 
mail. 


apical 
Lindley to Headley-Reed | 


Harold Lindley, formerly ac- 
count executive with Buchanan- 
Thomas Advertising Company, 
Omaha, has been appointed man- 
ager of the new Los Angeles office 
of Headley-Reed Company, radio 
station representative, located at 
210 West 7th St. Telephone is 
Vandike 1725. 


IBM Asks FCC 
for West Coast 
Relay Network 


New York, July 18.—lInterna- 
tional Business Machines Corpora- 


tion has applied to the FCC for | 
permission to build an experimen- | 


tal radio relay network on the 
West Coast. Los Angeles and San 
Francisco will be terminal points 
for the network. 

Such a network, according to 
Walter S. Lemmon, general mana- 
ger of IBM’s radiotype division, 
would make television and FM ra- 
dio programs originating in either 
city available not only to radio au- 
diences in both cities, but to many 
communities in the area between 
them. 

The terminal stations in San 
Francisco and Los Angeles would 
be connected by a chain of auto- 
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matic relay stations placed on 
towers about 60 miles apart along 
a route to be selected. The com- 
pany feels that the prevalence of 
mountain peaks on the West 
|'Coast enables the installation of 
relay towers much farther apart 
than in the flatter country along 
|the eastern seaboard. 

IBM indicated its entry into the 
radio relay field some months ago 
when it received FCC permission 
to erect an experimental radio re- 
|lay network between Schenectady, 
|New York City and Washington, 
LD. ©. 

The projected system will han- 
dle two two-way television pro- 
grams, four full fidelity sound 
channels for FM broadcasting, two 
radio photo or facsimile channels, 
and 120 business machine chan- 
nels for the IBM radiotype in each 
direction. 


| Kuttner & Kuttner Moves 


| Kuttner & Kuttner, Chicago 
agency, has moved to larger quar- 
ters in the Michigan Square build- 
|ing, 540 N. Michigan Ave. The 
|agency has taken 50% additional 
| space. 


Admen in Pacific 
War Theater Form 
Advertising Club 


Pacific Advertising Club, 
sprung up here, according to 
report from Sgt. Herb Buhrow, of 
General MacArthur’s public rela- 
tions staff. In five weeks follow- 
ing an announcement of its for- 
mation in Free Philippines, OWI 
newspaper for U. S. service per- 
sonnel, 214 men and women had 
signed as members of the club. 

Purpose of the club is “to bring 
together men and women of the 
advertising profession who are 
now in the U. S. armed forces . 
to keep them abreast of advertis- 
ing news and_ developments.” 
Meetings held in Manila semi- 
monthly alternate between ad- 
dresses and group discussions. 
Within the club are special groups 
interested in radio, retail adver- 
tising, copy, etc. 


py 


Future Texas ranchers talk things over 
with an hour-old Texas whiteface, 


: << 


off; 


Say 


RUN 3000 ACRES” 


icials of Ist Nati 


‘onal Bank, 


el SOE a 


. w. D. Hines, Cashier 


Any place you go in mid-America, farmers are reading 
Capper’s Farmer, and you can hear the local banker say: 
“The readers of Capper’s Farmer are practical farmers— 
among the best in our community.” 


For more than a year Capper’s Farmer has been studying 


its readers through the eyes of rural bankers. Always, the 
bankers give them AA A1 rating. 


So if you want to reach 114 million 
active farmers, Capper’s reaches 


cure 
omAll T — 
$$ . Y 
~ 


them. If you want 


them. 


to reach pros- 


perous, solvent farmers, Capper’s 
reaches them. If you want to reach 
the farmers’ who are making this 
country the great food-producing 
nation that it is, Capper’s reaches 


CAPPER’S FARMER 


The ONE National Farm Magazine that Speaks the Farmer’s Language 


has| 
a | 


waite. 


Advertising Age, July 23, 1945 


Two club newsletters, “What's 
Happening in Advertising” and 
|‘*What’s Happening in the Pacifi 
| Ad Club,” are issued monthly 
|News items for the _ publicatio: 
|are culled from ADVERTISING AcE 
|Editor & Publisher and othe 


Manila, P. I., July 9.—Despite| business publications. 
war and jungles and high water, | 
a new advertising organization, the | 


Origination of the club de 
veloped from a “bull” session o 
| public relations men “at an iso 
|lated spot in New Guinea,” Set 
Buhrow, the club’s secretary, re- 
ports. 

‘We wondered how many othe: 
admen in the services shared ou 
privation as well as our appetite 
for up-to-date information abou 
advertising,” he relates, “and right 
then we contemplated starting ; 
chainletter club, as a means o! 
spreading and exchanging new 
and views. But slow and late de- 
livery of magazines prevented any 


_| consistent source of information, 


the problems involved in organ- 
izing amid jungles appeared too 
large and the idea was put aside 


Follow London Club 


“The ad club dream sprang to 
life again when the men reached 
Manila,” he says. “A few admen 
were sounded out and warmed 
to the idea. It was about that 
time copies of ADVERTISING AGE 
arrived telling of the successful 
start of the London Club. No 
further incentive was needed; the 
first news release went out.” 

Members range from students 
to top-flight executives, Sgt. Buh- 
row reports. Among the member- 
ship are Col. Ken R. Dyke, NBC; 
Sgt. Ted Pittenger, Young & Rubi- 


| BBDO; 
| D’Arcy 


| Both, 


|cam; Lt. Col. George Kern, Benton 


& Bowles; Pfc. Ted Kotting, 
S/Sgt. William  Raidt, 
Advertising Company; 
Howard H. Miller, Meyer 
Inc.; Lt. Comdr. William 
Kelly-Nason; T/Sgt. Ted 


Sgt. 


Ryan, 


| Ramsay, Carl Byoir & Associates; 


| Sgt. 


Jessie Sterns, CBS-KQW, 
and Pvt. Eldon H. Rohrsen, Mc- 
Cann-Erickson. 


Members who were instru- 
mental in organizing the group, 
besides Sgt. Buhrow, are: CWO 
Henry Appel, Roseland Press, 


Chicago; T/Sgt. Bill Berns, WNEW 
and Warner Bros., New York; Lt. 
Vic Campbell, NBC and G-E, 
Schenectady, N. Y.; Sgt. Joe 
Parker, C. C. Anderson Company, 
Portland, Ore., and Cpl. Orrin 
Quinby, Frank & Seder depart- 
ment store, Philadelphia. 


Joins Reeves-Ely 


F. F. Sylvester, formerly tech- 
nical director and general sales 
manager of Lewyt Corporation, 
New York, has joined Reeves-Ely 
Laboratories, Inc., New York, as 
technical director in charge of re- 
search and engineering for the 
parent and affiliated companies. 


WE KLEINHANS CO, 


In 1944 
The 

KLEINHANS 
CO. of Buffalo 


one of America’s we 
largest stores 


for men and boys — 
placed 


62.7% 


of its-ndvertising 
space in the 


BUFFALO 
COURIER-EXPRESS 


In retailing, 

advertising pays off 

at the cash register 
and in Buffalo 

local space buyers know 


the Courier-Express 
Delivers the Goods! 


BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 
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Facts Instead of Arguments 


The general public, we suspect,, the company presents facts; and 
has gathered from quick reading | the facts are so clear and under- 
of headlines and news stories | standable that the reader is bound 
about the efforts of the Depart-/|to be left with the feeling, “Well, 
ment of Justice to hale the rail-|there’s a lot of good common 
roads into court on a charge of| sense in that.” 
violating the anti-trust laws in | In a_ typical advertisement, 
their rate-making practices, plus| headed, “How Would You make a 
the recent Supreme Court decision | Freight Rate?’ the Pennsylvania 
en the class rate situation in the| not only shows that there are no 
South and West, that some queer | secrets in rate making, but explains 
shenannigans are going on in the | just how a particular rate for a 
railroad business. |given commodity is arrived at, 

Those who are familiar with | and how it is checked from the 
the fact that railroads are the|standpoint of the weight, bulk 


| 
| 


—: 


—General Mills 


Caution Preferred 

Readers of Ad-libbing, if any, 
deserve to be apprised of the dis- 
claimer which appears at the bot- 
tom of sheets giving the Hooper 
|radio program ratings, as a re- 
|minder that there are still a few 
intangibles to be considered in 
evaluating research. Says Mr. 
| Hooper: 
| “Changes in the rank order of 
‘the Hooperatings should not be 
| construed to measure the popular- 
|ity or merit of the program re- 
| ported on unless due consideration 
lis given to the effect of: (a) the 
time of day when the program is 


most closely supervised group of 
public service corporations in the 
country, ana that through the In-| 
terstate Commerce Commission | 
and the state railroad commis- | 
sions their rate structures in gen- 
eral and individual rates in par- 


and value of the product and the| received in each of four different 
necessity for the maintenance of| time zones; (b) the nature of the 
rates which will permit the in- programs on competing networks; 


dustry to compete in the markets (c) | the nature of pegreas pre 
Pipeitranus pe ceding and following on the same 
it must serve. In short, the facts 


It was made by a pen 


company in Fort Madison, Ia., and 


to Parker. 
proudly bore the name, Sheaffer. 


Jottings 

Did you know that NBC’s 
WNBT televised V-E Day in a 
14-hour uninterrupted program? 
That’s by far the longest continu- 
ous television schedule ever at- 
tempted... 

And Mack Rapp of Detecto 
Scales, Brooklyn, obeyed a long- 
standing impulse on the Fourth 
of July, and sent his friends a 
Christmas-New Year card, com- 
plete with attractive scene, “Deep 
in Winter.” .. 

Bendix Aviation seems to have 
|stolen a march on almost every- 
|body. It has managed to make a 
\tie-up with Stars and Stripes, of- 


| ‘ 
|ficial Army overseas newspaper, 


| 
| 


| 
| 


: network; (d) the presence ab- 
| given here show that instead of (d) eggs id 


engaging in a deep-dyed conspir- 


|so that 50 winners of a GI bond 


sence of guest stars on either the ‘letter writing contest in Europe 


subject program or on the com- 


ticular are all subjected to the| acy for or against certain sections 
most severe scrutiny, know that} or industries, the railroads try to 
this is not the case. But does the} buiid rates that will permit the 
man in the street know it? |maximum movement of profitable 
The railroads could publish a | traffic. 

lot of general arguments on the}; The whole approach to the 
subject, and develop a hot contro- problem is so sane and healthy 
versy over the whole question of | that it suggests that much of the 
rates and how they are made. But public relations advertising that 
we feel that the method now be- business is doing might well 
ing employed by the Pennsylvania|abandon the controversial and 
Railroad in its current newspaper | argumentative style and confine 
campaign is likely to be far more | itself to a simple presentation of 
effective. Instead of argument, | factual information. 


The AFA Is Looking Up 


We have always had a warm),;eral policies of the business. 
spot in our heart for the Advertis- | Through its many club connec- 
ing Federation of America, and/| tions, it has done a grass roots job 
the appointment of Elon G. Bor-/|for local advertisers, retail mer- 


peting programs; (e) national or 
international events; (f) weather; 
(g) season, etc.” 

After evaluating, weighing and 
correlating a, b, c, d, e, f, g and 


|et cetera, changes in the rank of | 
|of the program may presumably | 


| be construed to measure the popu- 
| larity or merit of the program re- 


| ported on. Or are we being brash? 


No Cleanup 

Police report from the Chicago 
Daily News: 

“William F. Wells was held by 
central police today. He tried to 
cash a check for $135 at a cur- 
rency exchange. The check was 
made out to Laundry Age. Wells 
produced a draft card bearing the 
name Laundry Age. Laundry Age, 
he discovered, is the name of a 
trade magazine.” 


|will get certificates for postwar 
| Bendix radio-phonograph com- 
| binations. . . 

| Dor-Lin Advertising, Minneap- 
| olis, is pleased over the appear- 
|ance of a new monthly “customer 
organ” for Ladies Leader Garment 
Company, largest dress manufac- 
turer in the Northwest. It has a 
die-cut cover with fabric samples 
showing through, and inside color 
and pattern swatches, showing 
“west wind” colors, are appropri- 
ately cut into intriguing leaf 
shapes. . 

Sadly, four specialists reporting 
on a two-year study of athlete’s 
foot in the American Medical As- 
sociation’s Journal, report: “The 
treacherous ground of self-treat- 
ment has been thoroughly ex- 
plored by us. Although there ap- 
pears to be a consensus among 
dermatologists against self-treat- 


ton as its first paid president, who | 
will devote all of his time and 
talent to the promotion of the or- 
ganization, makes us feel that the 
AFA is really getting in shape to 


chants and others who are a very 
important part of the advertising 
and merchandising process, and it 
will be able to do an even bigger 
job postwar in helping thousands 


ment, it remains that a large sec- 
The Battle of Pens tion of the public will treat itself.” 

Gordon Gammick, war cor-|So they offer five self-treatment 
jrespondent for the Des Moines | recommendations, one of which is 
| Register and Tribune, is authority| the use of a dusting powder con- 


of small business men, including 
returning veterans, to use adver- 
tising as the accelerator and sta- 
bilizer of business. 

While the advertising clubs 
have languished in some cities, as 
the old booster spirit which once 
animated them has died out, they 
have before them a great oppor- 
tunity for constructive service to 
their communities and all adver- 
tising 

Elon Borton is ideally fitted to 
do a great leadership job for the 
AFA, and we are sure that under 


move forward vigorously in the 
important postwar years. 

Ever since the great days of the 
Associated Advertising Clubs of 
the World, as the federation was 
for many when it 
the evangelical force which 
successfully sold the advertising 
idea to the American public and 
American the AFA has 
been the rallying point for adver- 
tising in general. Devoted to no 
one class or interest in the adver- 
field, it has brought to- 
gether the advertiser, the agency, 


known years, 


was 


business, 


tising 


the medium and the service/his direction it will make new 
groups, and it has had an oppor-|and important history in the 
tunity, not always realized, to period of opportunity that lies 
crystallize and formulate the gen-_| ahead. 


|for this truly pathetic story: 
When the Nazis surrendered, 
Gen. Eisenhower used three pens 
| to sign the capitulation documents. 
| Two of these were gold pens sent 
to him by Parker Pen Company, 
which suggested that he use them 
for signing, keep one as a souve- 
nir, and return the other to Par- 
ker. The third pen was supplied 
by Capt. Harry Butcher, the gen- 


eral’s naval aide, who is an Iowan. | 


Afterwards, Eisenhower decided 
one pen should go to President 
Truman and another 
Minister Churchill. 
to Butcher and said: 


So he turned 
“The Parker 


people wanted one of these pens. | 


The only thing we can do is send 
them yours.” 
So Capt. Butcher’s pen went off 


to Prime! 


| sisting of 10% boric acid in pow- 
dered talc... 

Neat research-promotion trick 
is that of Air Express, which sends 
;out a questionnaire to prospects, 
asking them to check “did know” 
or “didn’t know” to a score of 
statements that tell what Air Ex- 
press is, how it works, and what 
its advantages are... 

Note on Arrival of Millenium: 
The Los Angeles adclub’s “Blue 
Pencil” carries a boldface box 


headed: “Attendance Must Be Re- | 


duced! We must cut down to an 
average of 138 for July and 
August, from 172 for the first six 
months. We will be forced to limit 
guests to one for each member.” 
Food shortages at the Biltmore are 
the reason ... 
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The following documents m: 
be secured without charge fro 


companies sponsoring them, 
through ADVERTISING AGE, by a! 
national advertiser or advertisin. 
agency executive writing on his 
business letterhead. 


No. 2531. Postwar Ironing Tem- 
peratures. 

The product use and develop- 
ment division of Good Housekeep- 
ing has issued this report, which 
is based on six months’ study of 
changes in present dial markings 
and temperature ranges of heat 
controlled irons to fit the chang- 
ing fabric picture. The report 
offers recommendations for marks 
and temperature ranges found to 
be most suitable for ironing ray- 
ons and other modern fabrics, and 
recommends closer cooperation be- 
tween iron manufacturers and the 
textile industry. 


No. 2532. Vitamins. 

This brochure contains a re- 
port of a survey, conducted by 
the market research division of 


Modern Medicine, of physicians 
selected from the _ publication’s 
mailing list as representing an 


accurate cross-section of medica! 
practice in the U. S. from the 
standpoint of population, special- 
ties, etc. The material covers in 
detail the types of vitamins pre- 
scribed by various classes of 
physicians for various conditions, 
and includes a_ breakdown of 
questionnaire replies by popula- 
tion. 


No. 2513. 
TOW, 
The shift from war to peace and 
the possibilities of business ex- 
pansion when people able to buy 
can purchase what they desire to 
possess, are brought out in this 
analysis of the Los Angeles mar- 
ket scene. The study, compiled 
by William Dover, manager of the 
business research division of the 
Los Angeles Examiner, is replete 
with tables and charts dealing 
with population, employment, 
payrolls and postwar purchases. 


A Close-up of Tomor- 


No. 2477. Market Study of the 
Chain Variety Store Field. 

Chain Store Age has issued this 
market study, which contains a 
map of the U. S. showing locations 
of 674 variety chain headquarters, 
by states, number of stores oper- 
ated by leading chains in each 
state, and number of stores oper- 
ated by variety chains in 102 prin- 
cipal cities. A supplementary ma) 
indicates stores operated by im- 
portant sectional chains through- 
out the country. 


No. 2499. 
erans. 


This 60-page booklet, prepare: 
by the Time, Inc. Service on Post 
war Information, concludes th: 
the responsibility of providing sat- 
|isfactory employment for vetera! 
will rest primarily on private ir 
dustry. It points out that the 
must be planning not only | 
|manufacturing, which normal! 
|supplies about one-fourth of t! 
|total jobs, but also by commer< 
the service industries and agrict 
ture, where the other thre 
fourths of the jobs must be four 


Reemployment of Vet- 


No. 2489. 
ket. 
Highlights of the shipbuildi 

| program for 1945, detailed stati 
|tics for 1944 output and a rep: 
lof current thinking on postw2! 
prospects for shipping and shi! 
building in the U. S. are contain¢ 
in this booklet issued by Mari’ 
Engineering and Shipping Revie' 


1945 Shipbuilding M: 
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Retailer’s Chance 
of Success Shown 
in Stores Study 


New York, July 17.—‘‘Planning 
Neighborhood Shopping Centers,” 
yardstick for war veterans and 
thers interested in opening and 
uecessfully operating independent 
etail stores after the war, has 
een published by the National 
Committee on Housing. The 32- 
age study was written by Marcel 
Villanueva, planning consultant. 
Pointing to various Department 
of Commerce statistical findings to 
10w that most communities, both 
n small towns and large cities, 
are over-zoned and over-built as 
far as neighborhood stores are 
concerned, the study suggests 
teps to be taken, before old stores 
are rented or new stores are built, 
by grocers, filling station owners, 
junchroom operators and others. 


Gives Store Requirements 


To break down the “theoretical 
requirements” a neighborhood 
shopping area must meet to satis- 
fy various retailers’ economic de- 
mands, the author has reduced na- 
tional per capital expenditures to 
figures as nearly as possible ap- 
proximating those of urban areas 
of 2,500 and 5,000 population and 
the amounts retailers can expect 


to handle in such neighborhoods. | 


A 2,500-population neighbor- 
hood, “at least two miles away 
from any other shopping center,” 
is shown as capable of supporting 
one large general grocery store of 


40 x 100 sq. ft., or three smaller | 
stores, which should get $208,400 | 


of business a year and should pay 
not more than $5,418 for rent. 
For other stores in the same 


neighborhood, figures are: $41,425 | 


annual income available to two 
filling stations; $8,375 to a general | 
service-repair garage; one drug | 


and stationery store, $29,325; one | 


“Dcfinition of a 
Summer Resort: 
A fine place 
for 


grass widows 


99 
to make hay! 


Exclusive 
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j}laundry-dry cleaning and_ shoe 
irepair store, $17,900; one lunch- 


room and counter, $20,000; one 
restaurant and bar, $20,525; a 
barber-and-beauty shop, $9,125; 


and a real estate and insurance 
office, doing an _ undetermined 
amount of business. 


Need Parking Areas 


The study emphasizes that most 
store buildings, whether vacant or 
not, at present provide too little 
parking area for customers, and 
that “a large percentage of stores 
in old cities should be closed, re- 


|grouped and rebuilt according to 
new standards of transportation.” 

The study includes recom- 
mended steps to be taken by po- 
tential store owners in surveying 
neighborhood buying habits, ob- 
taining help from other merchants 
in building shopping centers and 
in seeking changes in zoning and 
other laws. 


KMAC Names McGillvra 

KMAC, San Antonio, Tex., has 
appointed Joseph Hershey Mc- 
| Gillvra, Inc., New York, as na- 
| tional sales representative. 


| specialties, 


Names Oakleigh French | 


AMP Corporation, St. 
manufacturer of beverage carbon- 
ators, dispensers, automatic flow 
controls, refrigeration systems and 
has appointed Oak- 
leigh R. French & Associates, St. 
Louis, as its agency. 


Louis, 


Joins Donahue & Coe 


John Anderson has resigned 
from Batten, Barton, Durstine &| 
Osborn, New York, to join the ex-| 
ecutive staff of Donahue & Coe, 
New York. 


13 
Leech Advanced 


Thomas Leech, who joined the 
company in 1938, has been named 
vice-president and sales manager 
of Whiting-Plover Paper Com- 
pany, Stevens Point, Wis. Mr. 
Leech and A. J. Schierl, secretary 
and assistant general manager, 
have been elected directors. 


Vogt to Jim Ward & Co. 

Vogt Wines has appointed Jim 
Ward & Co., Chicago, as its agency. 
Newspapers, radio, car cards and 
outdoor will be used. 


backs of countless coolies. 


When you watch these men laying the top four inches of a landing strip, 


you’re watching a team of machines making light of a job that would crack the 


Reading left to right, there’s a Blaw-Knox blading spreader, a Jackson internal 


vibrator, a Foote mixer—to be followed by a Blaw-Knox finisher and a 


Koehring float to put the finishing touches on the sky-roads at New York’s 
new mammoth Idlewild airport. 


And back at Blaw-Knox, and Jackson, and Foote, and Koehring, you'll see 


teams of management-men — 42 Business Week subscribers plus 124 pass-along 


readers—mapping their executive thinking with the efficient help of this magazine’s 


alert business news reporting and interpretation. 


It’s the same no matter where you look. You'll see Business Week at work 


wherever you find management-men building the strips for happy business landings! 


You have many things to say to management-men 


and one best place to say them 
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spent more of their advertising © 
dollars in The Saturday Evening 
Post than in any other magazine 
| of all the money spent for 
_ magazine advertising by the auto- 
motive industry since the very 
beginning, more has been placed 
The Saturday Evening Post than 
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Two Printing Groups 
Form Trade Unit 


The Printing Industry of Amer- | 


ica, Inc., Washington, has been 
formed by the United Typothetae 
of America and the Joint Com- 
mittee on Government Relations 
of the Commercial Printing In- 
dustry. The new group will con- 
tinue and extend activities for- 
merly carried on by United Ty- 
pothetae, and in addition will 


operate in the field of government | 
and public relations and technical | 


service. 
An expanded executive commit- 
tee composed of present U. T. A. 


members will direct the new or- 
ganization until the first general 
Donald L. Boyd, 
Huntington, W. Va., and James F. 
Newcomb, New York, were) Ross 
elected a committee of two to | Louis, as account executive. 


meeting Oct. 1. 


represent 


| tee, with L, irving Lamphier act Oldsmobile Signs 
_—_——< 6 ‘for First Network 
AFA Elects Six Program Via NBC 


The Advertising Federation of| Lansing, Mich., July 17.—The 
America has elected the follow-|Oldsmobile division of General 
ing to membership: Hammond-| Motors Corporation, in the com- 
| Goff Company, Providence; O’Sul-| pany’s first venture into network 
livan Rubber Company, Win-|radio and its first straight product 
chester, Va.; Wamsutta Mills, New| selling campaign since the war 
| Bedford, Mass.; Central Advertis-| began, will sponsor John W. Van- 
ing Company, Jackson, Mich.;|dercook’s commentaries beginning 
| Daily Sun, Corsicana, Tex., and| Saturday, July 21, 4:30 p.m., CWT, 
| Dallas Times-Herald. on the full NBC network. 

The contract, for 52 weeks, was 
placed through D. P. Brother & 


Broeder Joins Ross 


| <ilioed 3. teenie, whe cone: Co., Detroit. 
ated his own St. Louis agency for CBS Takes ‘Vic & Sade’ 
|a number of years, has joined Whe i tebe emote Grin 


Advertising Agency, St.) written by Paul Rhymer which 


celebrated its 14th year on NBC 


CHURCH PROPERTY 


Catholic churches, 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
schools and institutional buildings. 


just before going off the air last 
September, returns regionally via 
CBS beginning Aug. 20, sponsored 
by Procter & Gamble, Cincinnati, 
for Oxydol. The program, to be 
heard at 6:15 p.m., CWT, five 
days a week, will share a leg of 
the network in the same time 
period with another P&G spon- 


ADMINISTRATION 


sored program 
Jack Smith. 

Novel addition to the “Vic & 
Sade” drama, which will again 
star Bernadine Flynn as _ Sade, 
Art Van Harvey as Vic and Clar- 
ence Hartzell as “Uncle Fletch,” 
will be an _ instrumental 
composed of Elwyn Owen, organ- 
ist, June Lyons, pianist, and Fred 
Jackie, bassoonist. Agency is 
Dancer - Fitzgerald - Sample, Chi- 
cago. 


featuring crooner 


Ford Signs Show 
Ford Motor Company, through 
its agency, J. Walter Thompson 
Company, Detroit, has signed to 
sponsor a full hour of music on 
the American Broadcasting Com- 
pany network, beginning Sept. 30. 
The program, which probably will 
feature the Detroit Symphony or- 
chestra, will be heard each Sun- 
day night, 8-9 p.m., CWT. The 

contract is for 52 weeks. 


Shifts ‘Blind Date’ 


Lehn & Fink Products Corpo- 
ration, New York, on Aug. 17 is 
moving the “Blind Date” program 
on the full network of the Ameri- 
can Broadcasting Company from 
Monday, 8:30-9 p.m., EWT, to 


They sense the sincerity of her interest in the 
well-being of their families... they never tire of 
her fresh, sympathetic approach to their prob- 


lems. In countless New England households, at 


nine each morning, 


for fifteen minutes, in that far-flung feminine 


conclave which is the WBZ ‘Home Forum.” 


Mildred Carlson sparks this well-planned, 
well-timed, smoothly-functioning, 6-days-a-week 
participation-program, now in its fifteenth year 
of broadcasting. In her competent hands, it is a 
balanced blend of friendly, understanding help- 
fulness to the individual, and to the public 
service.. and of deft, persuasive buying-hints 


to her listeners, ere they go forth to shop. 


Mildred Carlson’s roster of sponsors 
is impressive, diversified... and enthusi- 
astic, as their letters to her freely attest. 
The list at the right is typical of the 
clients who have shared the vast selling 
potential of the WBZ “Home Forum” 
with gratifying results. NBC Spot Sales 


will enlist its aid in your behalf. 


home-makers participate, 


\ BOSTON — SPRINGFIELD ) 


KEX = KYW © KDKA © WOWO °* 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX s 


WESTINGHOUSE RADIO STATIONS Inc 


WBZ * WBZA 


KEX REPRESENTED NATIONALLY CY PAUL H. RAYMER CO. 


group | 


pe Sess 


Advertising Age, July 23, 1945 


| Friday at 8 p.m., spot formerly 
|filled by Ford Motor Company 
| Dearborn, Mich. Show promote 

Hinds hand lotion and cream 
| through Wm. Esty & Co., New 
| York. 


Chef Boy-Ar-Dee Buys CBS 


Chef Boy-Ar-Dee Quality Foods 
Milton, Pa., is dropping ‘“What’ 
Cookin’” from the America, 
Broadcasting Company and o) 
Aug. 25 will launch “Give an 
Take,” audience participation 
show with John Reed King a: 
m.c. Program will promote the 
company’s various food products 
and will be heard Saturday, 10- 
10:30 a.m., EWT, on 148 CBS sta- 
tions. Agency is McJunkin Ad- 
vertising Company, Chicago. 


Miles Sets Summer Show 


Miles Laboratories, Elkhart, Ind., 
is replacing “Lum ’n’ Abner” July 
23 for a six-week period with 
“Pick and Pat,” blackface comedy 
team, in the Monday through 
Thursday 8-8:15 p.m. EWT, 
period on 125 American Broad- 
casting Company stations. “Lum 
’n’ Abner” will return Sept. 3 
for Alka-Seltzer and One-A-Day 
vitamins. Agency is Wade Adver- 
tising Agency, Chicago. 


Lear Show Starts Sept. 16 


Lear, Inc., Piqua, O., will start 
its new program starring Orson 
Welles Sept. 16 on the American 
Broadcasting System (AA, July 
9), to promote Lear home radios 
and Learecording. To be heard 
Sunday, 1:15-1:30 p.m., EWT, the 
show will consist of commentaries 
on news, theaters, books, etc. The 
program is part of Lear’s postwar 
plans to merchandise home radios, 
the company reporting that it has 
already signed up more than $8,- 
000,000 in distributor contracts 
for the product. Agency is Arthur 
Kudner, Inc., New York. 


Starts ‘Hobby Lobby’ on CBS 


Anchor-Hocking Glass Corpora- 
tion, Lancaster, O., on Aug. 30 is 
replacing ‘Corliss Archer,” heard 
Thursday, 9:30-10 p.m., EWT, on 
CBS, with Dave Elman’s “Hobby 
Lobby,” program off the air since 
1943. when  Colgate-Palmolive- 
Peet Company, Jersey City, pre- 
sented it on CBS. 

In addition to Anchorglass and 
|Fire King ovenglass, the company 
| plans to use commercials for “one- 
| trip” beer bottles, which are now 
back in production. The bottles 
are of thin glass and require no 
deposit, therefore the name. One 
reason for the change in shows 
|'was this beer bottle promotion, 
which the company felt did not 
jibe with the Archer juvenile 
| series. The new show will have a 
|celebrity m.c. as yet undecided. 
| Agency is William H. Weintraub 
|& Co., New York. 


| 


Lees-Cochrane Ups Two 


John Gallaher and Ralph J. 
Noll have been appointed assist- 
ant marketing director and direc- 
tor of customer service, respec- 
tively, by the Lees-Cochrane 
Company, Bridgeport, Pa. Mr. 
Gallaher joined the organization 
as contract carpet sales managel 
in October, 1944, after 15 years 
with Kaufmann _ Department 
Stores, Pittsburgh. Mr. Noll, wh 
succeeds the late Arthur W. Sout- 
|ter, has been with the company 
| for 16 years. 


$15,000,000 


Post-War Buy- 
ing Market... 
money that’s 
rarin’ to go for 
needed civilian 
goods. 


“Selling Norristown 
is an INSIDE Job.”’ 


NORRISTOWN. 7% 


53,429 ABC City Zone 
15,253 ABC Circulation 


Times Herold 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY 
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What 25 “enterprise” 


Free Enterprise 


VERY MOTHER has had the experience of sitting down to help 

her small son with his school work, and discovering that she 
herself may learn a number of new lessons from him. In any dis- 
cussion of free enterprise, I am in the position of that schoolboy. 
I am no expert, but I do know a few fundamentals which I would 
like to share with you. 


The word “free” is fairly well understood by Americans. Being 
free is being exempt from undue control, being independent of an 
arbitrary external power. We all know that freedom is a privilege. 
Do we realize, though, that it is also a responsibility? 

We are free, for instance, to earn, purchase, and own a car, but 
we must also assume all responsibility for its upkeep and proper use. 
We may not run people down, travel beyond the speed limits de- 
vised for general safety, or drive through somebody's store front. 
Freedom, if improperly used, without regard for the rights of others, 
becomes license. The literal meaning of “enterprise” is venture, 
attempt, undertaking. Actually, the word enterprise implies an 
effort of a daring nature, a step involving, among other things, 
courage and energy, ambition, ingenuity, activity, faith. 

Freedom of enterprise, therefore, grants you the right to en- 
gage in your individual venture, to make your individual effort, 
without subjection to another human being or groups of human 
beings. Unfortunately for some people, free enterprise has come 
to mean ruthlessness in business, dog-eat-dog methods, and cut- 
throat competition. These people are abusing the principles of free 
enterprise, causing many other people to condemn it. This is simply 
a misinterpretation by a class of people who lack understanding 
Ignorance of the principles of free enterprise is no excuse for oppo- 
sition to it. Too many people are passing judgment who know noth- 
ing about the subject. 


A PARABLE OF FREE ENTERPRISE: The system of free enterprise is 
one of the seeds from which these United States of America grew. 
Under this system we have, as a nation, gone farther economically, 
commercially, politically, and spiritually, than any other nation, and 
traveled the distance faster, It also is the seed of future growth for 
our country. It is the great equalizer, doing away with foreign class 
distinction, giving to every American the same opportunity for 
growth. Bill Smith, Abe Cohen, and Mike Kelly may all become 
millionaires, and associate with other millionaires—if they wish to! 

The system of free enterprise is embodied in the Constitution 
of the United States, which puts upon us the responsibility of free- 
dom, then gives us the privilege of using our physical, mental, and 
spiritual resources to find our individual way of life. But free enter- 
prise goes back a good deal farther than our Constitution. You will 
find it expounded in The New Testament, in The Master’s parable 
of the talents. 


You remember the man “traveling into a far country, who 
called his own servants and delivered unto them his goods.” To 
ne, he gave the responsibility of five talents; to another, two tal- 
‘nts; to another, one talent. He did not tell his servants precisely 


THE COMMON MAN, WELL INFORMED. IS THE GREATEST 


= AN EDITORIAL from the May issue of True Story, 

by Editor Henry Lieferant. It’s about “free enterprise”, a 
subject close and important to all business men. But we re- 
print it here mainly because of pride... pride in the way it is 
written . . . pride in the letters it inspired from some of the 
country’s best known few .. . and greatest pride of all in 
the response from True Story’s lesser known millions, the 
very people for whom it was written, the people who can 
do most about it. 


how to discharge the responsibility of using their talents. They were 
free to exercise their powers in their own way. 

The first two servants, by using their talents, doubled them. 
The last man was afraid to make his own attempt, and he buried his, 
thus wasting both the money and his ability. To the first two men, 
greater responsibilities and therefore greater privileges were granted. 
The last one was deprived of even his small responsibility and 
therefore of the privileges that went with it. 


UNDER OTHER SYSTEMS: Of course, under free enterprise we have 
had depressions. People have been underpaid, children exploited, 
and injustices perpetrated. But are conditions better in the countries 
where there is no free enterprise? 


In those countries, the government is master, the people serv- 
ants without initiative of their own. You cannot choose your job. 
You are put into one, and forbidden to quit or change. You may be 
sent to work a thousand miles from home, at a moment’s notice, and 
ordered to leave your family behind. 


You may not own any private property without permission of 
the government. Your time and activities are scheduled for you; 
your food, clothing, shelter, education, are all rationed to you. You 
cannot improve your living conditions, study for a profession, or 
even try to ennoble yourself spiritually, unless the official stamp is 
put upon you. If you did give up your job without permission, you 
would be shot or imprisoned. If you criticized your boss, which is 
the government, you’d meet the same fate. 


It is scarcely necessary to point out how different our way of 
life is, how great the benefits to the individual under our system. 
One of those benefits is the inalienable right to own property. 
Here’s an illustration: 


You want a vacuum cleaner. You may save your money to buy 
it from household expenses, earn the money by working, get it as a 
gift from your husband, or even win it as a prize. The cleaner 
belorgs to you. The government cannot tell you that Mrs. Jones 
around the corner is to have the cleaner twice a week from two to 
four o'clock. If you wish to, you may lend it to Mrs. Jones. You may 
exchange it, give it away, or even rent it out by the hour. The system 
of free enterprise gives you the right to obtain that vacuum cleaner, 
the responsibility of owning it, the privilege of using it in any way 
you see fit. 

There’s more to this matter, of course, and I’m still the school- 
boy. Let’s talk about free enterprise again in the future. 


HIS EDITORIAL is just about the finest tribute we could pay to 

True Story's millions of reader families. True Story’s editorials 
have been a dependable weather-vane for many years, accurately 
telling which way the American mind is headed, which new 
horizon it seeks to explore. At first, the editorials discussed love 
and romance. Certainly, these people are interested in life and 
living, in love, romance, and marriage. Who isn't? Then, in turn, 
the editorials discussed marriage, children, health, home and com- 
munity. Always inspirational, recently their theme and character 
have been spiritual. But this first of a new series of editorials points 
to the American family’s new interest in the political and social 
“facts of life’’, and the dignity of their jobs. Feel free to reprint 
it in your house organ, for instance or where or how you 
will. If you'd like to receive the complete series, just write. 


FORCE TOWARD BUILDING THE AMERICA WE WANT 


_ MRS. EVALYN STEVENS. 


True Story reader of Salem, Ohio: 
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18 
Grocery Chains Merge 


Through an exchange of stock, 
Steiden Stores, Louisville-owned 
chain of 31 grocery stores in the 
area, has become a unit of the 
Winn-Lovett Grocery Company, 
which operates 119 stores in Flor- 
ida and Georgia. 


‘Radio-Craft’ Appoints 

W. D. Ward has been appointed 
New England representative of 
Radio-Craft. His headquarters 
will be in Bridgewater, Conn. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands dally — each copy read 
by many, aad passed on from shift to 
shift — each copy werking 24 hours dally 
te bring you coverage of today's best- 
speading customers . . . 100,000 readers 
dalty! 


x * THE x x 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


Newspapers Cancel 
Radio Newscasts 
as Strike Ends 


New York, July 18.—Termina- 
tion yesterday of the strike called 
by the Newspaper and Mail De- 
liverers Union was followed by 
mass cancellation of newspaper- 
sponsored news broadcasts by 
most of the affected papers. The 
end of the 17-day strike, which 
affected 14 New York dailies, 
came when the union voted to re- 
turn to work under terms of the 
old contract pending arbitration. 
-The WLB will decide on a private 
arbitrator. Hearing will start 
July 20. 


Radio Is Big Winner 


Although it was generally felt 
that the saving of newsprint 
would more than offset any loss 
due to decreased circulation, be- 
cause more space could be de- 


voted to advertising in the future, 


;radio emerged from the fight as 


the big winner. 

Extra advertising from stores, 
theaters and newspapers them- 
selves was estimated at more than 
$1,000,000, and went to the radio 
stations in the metropolitan area. 
Since most of the time bought was 
on a day-to-day basis, the end of 
the strike brought cancellation of 
much of the advertising. Some of 
the papers, however, are tempor- 
arily continuing their newscasts. 

The conclusion of the _ strike 
found advertisers clamoring to 
return to newspapers and all the 
papers were printing larger issues. 
The Times, which had continued 
to accept advertising during the 
strike, published a 44-page issue 
today, compared to a normal pre- 
strike edition of 32 pages, and ex- 
pects to continue to print larger 
issues. The paper, however, will 
re-run most of the advertising 
which appeared during the strike. 

Retail store executives ex- 
pressed relief at termination of 
the stoppage. Federal Reserve 
Bank figures showed that the 
strike had affected retail trade 
more than was originally sup- 
posed. 

For example, the week prior to 
the strike showed an increase of 


17% in retail sales above a sim- 
ilar period in 1944. The first 
week of the strike showed a rise 
of 24% above last year. However, 
this year there was one more 
shopping day in the period and at 
that rate, the increase should have 
been 33%. The second week of 
the strike the results were more 
noticeable, with the increase go- 
ing only 7% over last year. 


‘Times’ Sold for Dime 


The last days of the strike were 
marked by determined efforts on 
the part of the publishers to re- 
turn to normal distribution. This 
took the form, for the most part, 
of selling as many papers to cus- 


tomers as they wanted, (in the 
beginning, most papers limited 
sales). Children, and in some in- 


stances older people, took advan- 
tage of the opportunity to cash in 
on the public’s desire for papers 
and throughout the mid-town 
area the News (regularly 2c) and 
the Times (regularly 3c) could 
be purchased freely for a dime, 
with customers apparently not ob- 
jecting to the hike in prices. 
The strike was called by the 
union when the publishers and 
the union failed to agree on a new 
contract containing the following 


Pardou Us, Our Slip is Showing! 


PEACE-TIME SEATTLE 
power, as America’s 12th largest market! And in this 


great and growing city The SEATTLE TIMES is the 


preferred newspaper in 


Represented by O'MARA & ORMSBEE, Inc. * 


unusually hard. 


us during this emergency. 


oe LIMITATIONS have hit The SEATTLE 
TIMES 

“first fifty” newspapers for 1943, thirty-seven showed 
losses in 1944. The SEATTLE TIMES ranked THIRD 
in percentage of loss in 1944. The chart below tells the 


Among Media Records’ 


story. We are deeply grateful to agencies and advertis- 
ers for their sympathetic understanding of our critical 


newsprint problem, and for the consideration shown 


TOTAL LOSS OR 
| Me ae nce of larrcst loss] | ADVERTISING LINAGE . Sm 
ee Ne Bi fel his ees a... ae 1944 ___Linage _— Percent 
_1\ Los Angeles Times, MGS... 20,720,015 | 13,538,059 | 7 js), 956| —34.60 
_2| Detroit Free Press, M&S 13,082,768 9,635,332. aol 441, 436 | —26.3% 
3 SEATTLE TIMES, EGS {15,077,567 | 11,584,149 | 3,493,418 | 23.1% 
~4| Akron Beacon Journal, EGS. 18,141,824 | 13,955,273 | 4 186,551 | 23.0% 
__5|Los Angeles Examiner, MGS... 18,513,071 14,305, 382_ —4,207,689 | —22.7% 
__6|Philadeiphia Bulletin, E. | 15,444,104 | 11,947,813 | 3 496.291 | 22.6% 
~_7| Detroit News, EGS re ....| 24,584,884 | 19,312,567 | 5 272.317 | 21.4% 
__8| Pittsburgh Sun Telegraph, EGS. SS 049,917. 10, 618,179 -2,431,738 | —18.6° 
9| Buffalo News, Eo. 15,172,994 | 12,635,277 | 2.537.717 | —16.7% 
_10| Cleveland Plain Dealer, M&S. | 16,670,529 | 13,926,240 | 2.744.289 | 16.40, 
~11| Baltimore Sun, EGS 22,311,459 | 18,663,593 3.6: 647,866 | 16.39, 
-12|Oakiand Tribune, EGS. | 14,614,275 | 12,352,181 | > =2,262,¢ 094 | —15.4% 
/13|Portiand Oregonian, MGS. 13,634,555 | 11,527,259 107,296 15.4% 
_14|N. Y. Journal American, EGS 13,352,004 | 11,308,222 | — 2.043, 782 | —15.3% 
_15| Baltimore Amer. News Post, EGS. | 14,957,650 | 12,706,783 | 2.250.867 | 14.99) 
_16| Philadelphia Inquirer, MGS. 21,212,481 | 18,129,118 | —3 083,363 | —14.5% 
_17| Detroit Times, EGS : 14,656,988 | 12,611,533 —2,045,455 | —13.9% | 
_18| Memphis Commercial Appeal, MGS. 13,9 994,696 | 12,210, 505 | —1,784,191 | —12.7% 
|_19| Washington Star, EGS 23,961,794 | 20,967 738 | -2,994,056 | —12.4% | 
_20/ New York Times, MGS _.....| 23,687,671 _| 20,771,275 _| 2,916,396 | —12.3% 
_21|Newark News, E 15,830,834 | 14,029,687 | —1,801,147 | —11.3% | 
_22) Louisville Courier Journal, , MoS 13,127,875 11,693, 888 | —1 1,433, 987 10.9% 
23|Philadelphia Record, MGS 13,366,464 | 11,921,947 | 1.444.517 | 10.8% 
_24| Milwaukee Journal, EGS | 23,864,490 21,311,143 2,553,347 | —10.6% 
_25|S. F. Examiner, MGS tan suns 14,012,459 | 12,591,518 | —1,420,941 | —10.1% 
26| Chicago Tribune, MGS. 24,263,295 21 972,616 -2,290,679 | —9.4% 
27 Atlanta Journal, EGS. 14,713,818 © 13,570, 592 | —1,143,226 8.1% 
_28) St. Louis Post Dispatch, E _ | 17,095,358 15,723, 148 | —1,372,210 -8.0% 
29| Pittsburgh Press, EGS 17,271,496 | 16,007,784 1,263,712 7.3% 
30| Minn. Star Journal G Tribune, EGS | 15,091,623 | 14,003,478 | 1,088 145 7.2% 
_31| Boston Traveler, E 13,590,403 | 12,885,727 | —704,676 | —5.1% 
_32|N. Y. Herald Tribune, MGS ‘17,424,511 | 16,604,326 | —820,185 | —4.7% 
_33| Miami Herald, MGS 13,119,697 | 12,543,722 575,975 | —4.3% 
_34| Hartford Times, E 13,254,926 | 12,815,955 | —438,971 3.3% 
35| Dayton News, EGS 14,630.103 | 14.165,501 464,602 3.1 
_36| Boston Herald, M&S 16 003 596 |15 526244 | —477,252 | —2.99, 
37| Boston Globe. E 13,387,357 | 13 382.560 | 4,797 .03 
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will rank, in terms of buying 


7 out of 10 Seattle homes. 


=" 


OVE ALL OTHER SEATTLE PAPERS 


NEW YORK «+ DETROIT + CHICAGO * SAN FRANCISCO * LOS ANGELES 


Advertising Age, July 23, 1945 


terms: Wage increases of $5 a 
week; time and one-half, instead 
of straight time for Sundays and 
holidays; severance pay and sick 
leave, and establishment of a wel- 
fare fund for union members to 
be financed by an assessment of 
3% of payrolls to be paid by the 
publishers, 


Retail Federation 
Sets Up Veterans’ Group 


A new division of veteran af- 
fairs designed to carry out a three- 
point program has been estab- 
lished by the American Retail 
Federation, Washington. Under 
the direction of Comdr. Ralph A. 
Sentman, USN (retired), the pro- 
gram will follow three main ob- 
jectives: To help both the retailer 
and veteran with problems _ in- 
volved in the veteran’s return to 
a job in retailing; to help the in- 
experienced veteran gain experi- 
ence in retailing; and to help the 
veteran accomplish his decision to 
open a retail business. 

Comdr. Sentman, formerly as- 
sistant director of the demobili- 
zation division, Bureau of Naval 
Personnel, will maintain liaison 
through the War and Navy De- 
partments with their interviewers 
at separation centers and through 
the Retraining and Reemployment 
Administration with the Veterans’ 
Information Centers. 


Export Agencies Elect 
Henry R. Webel 


Henry R. Webel, manager of 
the export division of G. M. Bas- 
ford Company, New York, has 
been elected president of the As- 
sociation of Export Advertising 
Agencies, New York. He suc- 
ceeds Joseph L. Palmer, vice- 
president of the Foreign Advertis- 
ing and Service Bureau. 

Other officers are Paul Kruming, 
president, National Export Adver- 
tising Service, named vice-presi- 
dent; H. I. Orwig, vice-president, 
The Buchen Company, Chicago, 
named to the new post of western 
regional vice-president, and Rob- 
ert F. Kendall, vice-president of 
Gotham Advertising Company, 
secretary-treasurer. 


Davison Joins MPA 


George Davison, formerly of An- 
fenger Advertising Agency, St. 
Louis, has been elected director 
of media and research of the Mo- 
tion Picture Advertising Service 
Company, Inc., New York. 

Others elected were Thelma 
Lusk, with MPA for nine years, 
in charge of scheduling and serv- 
icing films for the company’s 
11,000 available theaters, and 
Philip E. Genthner, in charge of 
field operations. 


Look For 
STEADY GROWTH 
In A Market 


In North Carolina, Winston- 
Salem has long been known as a 
city built on a solid foundation of 
business, industry and agriculture 
Its development has been steady 
. . . Without the peaks and valley: 
that mark “artificial booms”. 


One factor indicating this is th: 
increase of $60,000 in postal re- 
ceipts in the year ending June 30 
In five years total receipts hav 
almost doubled . . . in a stead) 
upward climb! 


Bank deposits in 1944 were u; 
$50,000,000 . . . another good sign 
of continued progress. 


Keep your eye on Winston-Saler 
. « as a market for the thinc 
you ‘Il soon have to sell. 


JOURNAL and SENTINE’. 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 
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With only 4% of the 
nation’s land area 
“TANCOLN LAND" ha 


7 Tremendous Market gor MUVK FUEL, TIRES cece PARTS... 


Automotive manufacturers and suppliers are only one group of the many who can sell with 
profit in “Lincoln Land” both now and after Victory. The fourteen million people of ‘Lincoln 
Land” own 3,429,427 automobiles, more than half a million of them on farms. There are 
458,069 trucks, one-fourth of them on farms. And there are 269,890 tractors—half the farms 
in “Lincoln Land” have them. 

This is a wealthy market, stable and productive in agriculture and in manufacturing. Distri- 
bution facilities are here—there’s an automotive jobber in almost every one of the 236 counties 
of ‘Lincoln Land.’ It is highly concentrated—only 4% of the nation’s land area—and that’s 
what makes it easy to reach and sell. 

Pioneered and cultivated for more than a century by Prairie Farmer, for 21 years by WLS, 
the market path is open, inviting and productive. “Lincoln Land” folks know these mediums 
well. They read and listen to them every day with interest, friendliness and belief. Prairie 
Farmer and WLS, coupled together, make a sales building combination that is unmatched in 
“Lincoln Land’ Use them together .. . as a team .. . to penetrate deeper. 


TALKIE PARME 


SINCE —} 1841 CHICAGO 


BURRIDGE D. BUTLER. President 


and 


“70 Alp Sates and advertising planners, Prairie 
Farmer-WLS has compiled a 96-page book of facts on 


the “Lincoln Land” market—county-by-county statis- 
tics on each index of wealth and production. If you 
do not have it, write for it on your company letter- 
head. Prairie Farmer-WLS, 1230 Washington Boule- 
vard, Chicago 7, Illinois. 
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“Gosh, Ma—she allus did 
go fer them WFDF Flint 
announcers.” 


iy | 


‘True Story’ Appoints 


Dorry Ellis, formerly with Shaw 
Publications, Inc., New York, has 
been appointed beauty and fashion 
editor of the homemaker section 
of True Story. Miss Ellis pre- 
viously edited a woman’s page 
for the Union, San Diego, Cal. 


Joins Hirsch Agency 


Ann Vinsonhaler, formerly with 
WEW, St. Louis, has joined Mau- 
rice Lionel Hirsch Company, St. 
Louis, as a copywriter, specializ- 
ing in radio script. 


Kolbe Names Easton 


Elizabeth L. Easton has been 
named manager of the newly-or- 
ganized technical book and direc- 
tory division of Kolbe Publica- 
tions, New York. 


Pettibone Mulliken 
Net Profit Increases 


Net profit of Pettibone Mulliken 
Corporation, Chicago, manufac- 
turer of railroad track materials, 
forgings, foundry and _ welded 
products and heavy machine work, 
for the fiscal year ended March 
31 amounted to $347,026, com- 
pared with $319,492 for the pre- 
vious year. 

Shipments of regular line prod- 
ucts were about the same as for 
the previous year, which were the 
largest in the company’s history, 
E. J. Seifert, president, told stock- 
holders in the annual report. Its 
war production is declining and, 
in preparation for peacetime 
manufacturing, the company has 
opened a downtown sales and dis- 
play office and has expanded its 
advertising and sales promotion 
program. 


NWDA Surveys 
Sales Methods 


of Its Members 


New York, July 20.— The Na- 
tional Wholesale Druggists’ As- 
sociation has inaugurated a sur- 
vey of sales methods aimed at 
developing a blueprint for dis- 
tribution in the  $3,000,000,000 
drug store market, according to 
an announcement by E. Allen 
Newcomb, secretary of the as- 
sociation. 

A questionnaire is being sub- 
mitted to each of the association’s 
215 wholesale members. The 
queries are divided into three 
parts—sales force plans: trade 
promotion plans, and sales volume 
estimates and controls. 

Sample questions on promotion 


Advertising Age, July 23, 1945 


plans are: “Are you making plan: 
to help your retailers in problem: 
of store design, layout or equip- 
ment? Do you have any specia 
display service for your retailers 
If so describe briefly.” 

Among the trends on which in 
formation is being sought are em 
ployment by wholesalers of spe 
cial representatives trained ji 
merchandising, store layout, stor 
design and retail management 
demonstrations for retailers 
better display and merchandising 
and more scientific market an 
alysis on behalf of retail account: 

The data developed in the sur 
vey will supplement the distribu 
tion map of the United States re 
cently completed by the associa 
tion. 


Promote Mineral Water 


Vigorous promotion is planned 
for the mineral water to be bot- 


tled and distributed by Best 
Drinking Water Company, Los An- 
geles, which has been reorganized 
and is now managed by R. Lee 
Cate, president, Enterprise Engi- 
neering Company, Oakland; W. B 
Macgregor, San Francisco, and 
Howard Decker, Martinez. A new 
plant is to be constructed at Los 
Angeles. Advertising will disre- 
gard the medicinal qualities of the 
water to exploit the mixer and 
soft drink market. 


A BANKER 


” ; ‘ a 


Cite Tulsa Advantages 


“Measuring Tulsa Industrially,” 
a brochure emphasizing the city’s 
strategic location, abundant nat- 
ural resources and established in- 
dustry, has been prepared by 
Watts, Payne—Advertising, Tulsa, 
for the industrial department of 
the Tulsa Chamber of Commerce. 
Copies may be obtained free of 
charge by industrial executives. 


ma speech made 


HANES, Presi- 


about the South are fro 


ACTS 
— ROBERT M. 


recently in New York by 


- President, 
nd Trust Company, ; 
dent, Wachovia Bank on kers, and past President, Vogel Joins Katz 
Association of Reserve City Bankers, an aaah Be a 
rth Carolina ank- sales promotion manager of Cal- 


an Ban kers Association and No vert Distillers Corporation, New 


York, has resigned his post to join 
Joseph Katz Company, New York. 


Americ 
ers Association. 


Resources: The South produces 95% of the na- 
tion’s cotton... 90% of the tobacco... 75% of the 
..60% of the crude petroleum . . .50% 
of the bituminous coal .. . 40% of the lumber . . . 
47°. of the wood pulp ... 12% of the iron ore, and 
26°. of the electric power output. The South has 
80°. of the active cotton spindles and manufactures 
90° of the nation’s tobacco products and 26% of 
its paper and paperboard. 


progress will be greatly accelerated by this momen- 
tous decision. 
natural gas . 


Banking: [In 1910, the South’s banking resources 
were $3,275 million; today they are $23 billion. 
Savings deposits have increased from $575 million 
to $31 billion, and life insurance in force from $31 
billion to more than $30 billion. 


Pattern for Progress: The war production pro- 
gram has brought new and diversified industry to the 
South, developing a large supply of skilled labor. 
The South is a land of mild temperatures, ample 


Industry: From 1900 to 1939, the value of the 
South's industrial production increased 700% as 


This miner with thousands like 
him dug 30,855,455 tons of 
gold, silver, copper, lead and 
zinc ore out of Utah mines last 
year. Value of these metals was 
$109,881 ,660—averaging more 
than $2,000,000 a week. 

Utah's principal metal mining 
towns are within a radius of 90 
miles of Salt Lake City, well in- 
side KDYL's primary area. 


Local Advertisers Know 
KDYL Brings Results 


In selling goods to mininc 
men and their families, and tc 
all other wage earners, local anc 
national firms have found by 
experience that KDYL showman 
ship gets results 
In Utah, this i 
the station mos 
people listen + 


compared to a 366° increase for the states outside 
the South. 


rainfall, abundant sunshine and long growing sea- 
sons. Its people are not crowded together in large 


cities, but scattered in smaller cities and towns, 
Agriculture: The intensified need for foods and 


where living and working conditions are more at- 
raw materials has forced improved methods, diver- 


tractive. They are supported partly by industry and 
trade and partly by agriculture. This pattern fits 
perfectly into the current trend of dispersal of large 
industries. 


Of 
The South Subscribes to 


The Progressive Farmer 


sification and intensive cultivation in agriculture. 
Farm mortgage debt has been greatly reduced and 
the farmer has learned new techniques and better 
farm management. In 1943, the South accounted for 
40°. of the national farm crop income. 


Transportation: The South has 81.473 miles of 
railroads, 350,000 miles of modern highways, 21 


airlines, and excellent ports, harbors and inland 
waterways. 


Freight Rates: [n the last 50 years, nothing has J 


Aor 
| al/ 
; ss aad ° | : most! 
happened of such tremendous significance as the re- Advertising Offices: BIRMINGHAM, RALEIGH | ve? |\\h 
cent [1.C.C. decision to correct freight rate inequities MEMPHIS, DALLAS, NEW YORK, CHICAGO 


in the South. In the next five to ten years, Southern Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 


National Representative: John Blair & Co 
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Christopher Anger at the 

Sign of the Comb in Straw- 
berry Alley, according to the 
Pennsylvania Journal and Weekly 
Advertiser, August 22, 1765. 
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fhe colonial comb-maker searched afar for workable 


substances—brought back the farmer’s ox-horn in his saddle bag, 
shells of live hawkbill turtles from the sea-wharf, ivory tusks 

from African traders. Boiling the horn in a whale-oil cauldron, 

he pulled forth the softened shell with iron tongs, threw it upon 
the earthen floor, stamped the strips with heavy boots and stones... 
“then shapt with curious tools, the guillotine, grail, grile, and 
graver, quarnet and quiller. ..fashion’d a touper comb 


for lady’s locks or pe«wig.” 


LikE the early craftsmen in horn and shell, the modern newspaper 
editor combs the world, musters material from agrarian 

and city-dweller, the sea-goer and landlubber, Main Street and 
metropolis, the far continent and around the corner . . . boils 

off bulk and gross impurity ... fine tooths the fair-fraught from the 
fictive and fabled ...shapes the nascent news with his craft tools, 
the editor’s eye and hand, etcher’s acid, linotype, and printing 
press... fashions a daily informative crown of facts for the head of 
genteel dame, stately squire, and sundry citizens of sound worth. 
In Philadelphia, The Inquirer is the head-dress prefer’d in 500,000 
homes of integrity and intelleci. And its linage lists reflect the 


wise commercial choice by wakeful vendors of wares! 


Che Philadelphia Anguirer 
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Tomlinson Back to NBC 


Edward Tomlinson, 


vision to JWT from Ruthrauff & 


‘ | Ryan, and with this latest trans- 
associate | fer, JWT will handle all RCA 


editor of Collier’s, will return to) Victor advertising beginning in 


NBC as_ inter-American 
and commentator on inter-Ameri- 
can affairs, effective July 25. Mr. 
Tomlinson, who was first associ- 
ated with the network in 1932, 
will maintain Washington, D. C., 
headquarters. He will leave 
shortly with William F. Brooks, 
director of mews and_ special 
events, on a 16,000-mile plane trip 
to Latin American capitals. 


RCA Divisions 
Moved from K&E to JWT 

RCA Victor division of Radio 
Corporation of America, Camden, 
N. J., on Oct. 15 is terminating 
by mutual consent its contract 
with Kenyon & Eckhardt, New 
York, for placement of advertis- 
ing of the tube division, engineer- 
ing products division and the edu- 
cational, industrial and sound de- 
partments. Advertising for these 
three divisions will move Jan, 1, 
1946, to J. Walter Thompson Com- 
pany. 

In May, RCA Victor announced 
the transfer of the instrument di- 


advisor | 


1946, with the exception of finan- 
cial ads placed by Albert Frank- 
Guenther Law, Inc. JWT now 
places Victor and Bluebird record 
ads and handles the international 
division. 


Barry Rumple to NAB 


Barry Rumple, former manager 
of the NBC research department, 
has joined the National Associa- 
tion of Broadcasters, Washington, 
D. C., as director of research, suc- 
ceeding Paul Peter, now executive 
secretary of the Broadcast Meas- 
urement Bureau. James M. Gaines, 
assistant director of the NBC ad- 
vertising and promotion depart- 
ment, will have charge of the net- 
work’s research division pending 
tHe appointment of a new research 
manager. 


Sander Rodkin Moves 


Sander Rodkin Advertising 
Agency, Chicago, has moved its 
offices to 936 N. Michigan Ave., 
telephone Delaware 8910. 


Unions End Strike 
Against Lakeside; 


Others Continue 


Chicago, July 19.—AF of L 
pressmen, who on June 3 led 
other printing trades union men 
in a strike against the Lakeside 
Press of R. R. Donnelley & Sons 
Company, returned to work yes- 
terday and were soon followed by 
the several other union groups in- 
volved in the _ six-week strike 
(AA, July 16). 

The strike has seriously inter- 
fered with the printing and dis- 
tribution of Life, Time and other 
magazines and of the fall-winter 
catalogs of Sears, Roebuck & Co., 
Montgomery Ward & Co. and Al- 
dens Chicago Mail Order Com- 
pany. 


Berry Calls Halt 


The strikers voted to return to 
work after George L. Berry, 
president, International Printing 
Pressmen & Assistants Union, or- 
dered them to end the strike in 
compliance with WLB directives. 
Nicholas Di Pietro, local press- 


| 


men’s strike leader, assailed the 
ultimatum as a “betrayal” of the 
strikers. 

Mr. Berry’s decision had the 
effect of ending the “sympathetic 
boycott” by pressmen in other 
printing plants against all com- 
panies which have part of their 
printing or binding done by Lake- 
side Press. It was this boycott 
that chiefly hurt Donnelley cus- 
tomers, since Donnelley at no time 
during the strike claimed to be 
more than 23% shut down. 

The mail order house catalogs, 
usually distributed by early July, 
will be about a month late because 
of the strike. The delay is ex- 
pected to cut down the houses’ 
sales this month and in August. 

As previously reported by Ap- 
VERTISING AGE, issues of Life and 
Time in the past three weeks have 
averaged about 10 fewer pages of 
ads each week than the magazines 
carried this time last summer and 
earlier this summer. 


ITU POLICY BRINGS 
WLB RETALIATION 


Chicago, July 19.— Refusal by 
heads of the International Typo- 
graphical Union, AF of L, to end 
local strikes that have shut down 


DOUBLE 
BARRELED 


Shooting at the plastics market takes two barrels! 


Barrel No. 1 — ball shot is recommended to hit the 


highly concentrated plastics industry — molders, lami- 


nators, fabricators, extruders and raw materials manu- 
facturers. MODERN PLASTICS Magazine gives you this 
target in a paid up closely knit group. 


Barrel No. 2 — bird shot is essential to hit the scattered 


moving targets of all the far flung industries that use 


plastics. These include both heavy and light industry 


from automobiles to zithers. MODERN PLASTICS com- 


bines these objectives into a fast moving but easy-to- 
hit target. 


MODERN PLASTICS offers this double-barreled, true- 
sighted weapon to all suppliers with an eye to good 
hunting. More than 400 active hunting licenses are 
now in use by MODERN PLASTICS’ more than 400 active, 
alert advertisers. 


ODERN . 


... the only ABC plastics paper . . . the 
field's established institution . . . 
of America's great industrial publications 


LASTICS MAGAZIN 


one 122 


EAST 42nd STREET, 


PUBLISHED BY MODERN PLASTICS, 
NEW YORK 
Chicago + Washington + Cleveland + Los Angeles 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


INC. 
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seven newspapers in Birmingham. 
Fort Wayne, Ind., and Bayonne 
and Jersey City, N. J., has re- 
sulted in penalties against th; 
union by the War Labor Board 
(AA, July 16). 

Ruling that ITU has “placed it 
laws above the laws of Congress, 
the WLB has decided that it wi! 
henceforth withhold approval o; 
all ITU contracts submitted to ; 
until it determines whether ITU 
obtains agreements by forcin 
publishers to include new unio: 
by-laws in the contracts. 


Voluntary Applications End 


The effect will be to conclud 
automatic approval by the WLB’ 
daily newspaper publishing and 
printing commission of voluntary 
applications by ITU locals and 
publishers for allowable wage in- 
creases. 

Previously, contracts have con- 
tained clauses stating publisher 
will accept the union by-laws. The 
new ITU by-laws, some of which 
the publishers say have not yet 
been written, include one provid- 
ing that a local may petition the 
ITU executive council to rule that 
local arbitration shall be void. 


Policy Goes Into Effect 


The WLB newspaper unit here 
this week put the new WLB pol- 
icy in effect in taking up disputes 
between the ITU and the Balti- 
more News- Post and Sun and 
two San Antonio papers, the Ex- 
press and Light. As is the case 
in the current strikes, these 
disputes involve severance, over- 
time and sick leave pay, matters 
formerly settled by negotiation 
but now covered by the by-laws. 

The ITU earlier this week in 
Washington demanded the ouster 
of Dr. George W. Taylor as WLB 
chairman, on the ground that he 
has shown himself biased against 
the union. 


McCoy Leaves Agency; 
Succeeded by Easton 


J. C. McCoy has resigned as 
vice-president and account execu- 
tive of S. C. Baer Advertising 
Agency, Cincinnati. His future 
plans are unannounced. 

Charles Easton, formerly adver- 
tising manager of the Philip Carey 
Company, Lockland, O., will suc- 
ceed Mr. McCoy as vice-president 


and account executive of the 
agency. 
Holt Joins KXOK 


Bob Holt, formerly with KTUL, 
Tulsa, has joined the production 
staff of KXOK, St. Louis. 
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CORNER (KY) 
its name, there 
g sights 
,etropo 
lis, but © doesn’t 
seem interested! Maybe we're 
Pe growing old, oF maybe we're 
rightly contented with the rich 
and ripened charms of the 
Louisville Trading Area. What 
@® more industry, more wealth. 
than you'll find in the rest of 
E PO Kentucky combined! We should 
get dust in our eye® at Wind) 
Corner! Should you? 
ileepermennnm een rennin ) Sere 
ad om : ~ sono WATTS. STOKG nbc 
ope = FREE & PETERS: INC. 
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Damon Runyon 


Funny — how this guy 
always draws a crowd... 


RUNYON’S got something that gets people. The same 
goes for the top-notch talent that produces the pictorial- 
ized news, the sophisticated cartoons, the amusing col- 
umns and the news of stage and screen in Sunday 
Pictorial Review. E. V. Durling, George Dixon, Barbara 
Shermund! They draw crowds to the tune of over 5,000,000 
families every Sunday, in nine major markets—represent- 
ing one-third of the nation’s sales potential. When you ad- 
vertise in Sunday Pictorial Review your product shares this 
box office appeal. Always draws a crowd. 


Represented nationally by 4EARST ADVERTISING SERVICE 
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Richard Scales Joins 
Industrial Surveys Co. | 


Great Future for 
Facsimile Radio 


Advertising Age, July 23, 1945 


Major points in his summary|reasonably compact, available in| habits, and the intervals betwee; 


are 
is 


these: table models . . . probably as at-| newspaper editions. . . Facsimil 
“Based upon proposed stand-|tachments of combination receiv-| copy is readily adaptable to pro 
‘One manufacturer has/| jection equipment, therefore 


| service in locations such as store 


Richard D. Scales has joined ards, the speed of new facsimile | ers. : é : App 
Industrial Surveys Company as | S b Pj equipment will be between 300 — the price at less than| can provide a new and addition; 
client service executive in the| [@en 10neer and 500 words per minute, equal a ba 

Chicago office. Mr. Scales has | Y to between 30 and 40 square | she cost of facamile, 


been with Scott Paper Company, 
Chester, Pa., for the past 10 years 
in various sales and promotional 
posts, and more recently as mar- | 
ket research analyst, directly in 
charge of coordination of the new 
product development program. 


| 


Artkraft Manufacturing Corporation 

900 Kibby St., Lima, Ohio, U.S.A. 

The World's Largest Monvfecturers of 
All Types of Signs 


enEG UG PAT OFF 


| advertisers have been paying scant 


Columbus, O., July 
simile transmission, to which most} 
attention, is just around the corner | 
and ready to step into full view, 
according to Lester H. Nafzger, 
manager of WELD, Columbus. 

Writing in Radio Showmanship 
Magazine, and basing his com- 
ments on six years of experimen- 


| sociated with WELD, FM station, 


Mr. Nafzger says that war-induced 


facsimile to the imminent stage. 


19.—Fac-| inches of copy per minute. With 
a proposed column width equal| 


to 


print, a page 16 inches long can 
be transmitted 


five 
| 2. 
| was 


|receiver user to turn his receiv 


by 


equipment will be self-synchroniz- | lem 


| ing, 


| progress has brought commercial! nient power source.” 


3. 


io | theaters and restaurants. 
the public, will be comparable to| “As a new instrument in tl! 
that of an ordinary receiver in| field of advertising,” he conclude 
oe _| power consumption, plus the cost| “it can be used as an independe; 
newspaper | of paper.” A roll permitting re- | service, or it can be synchroniz« 
ception of 300 8% by 11-inch| with radio programs as a con 
. 3s pages should be available in quan-| bination service. In addition 
minutes. ; .,| tities for about $1, and “many | its value as an independent sery - 
With prewar equipment it) merchants and advertisers will|ice it can be the supplement 
necessary for the facsimile|hejp defray this cost by the use| newspapers, the visual compl 
€r|/of advertising on the paper mar-!| ment to radio programs and t!) 


five columns of 


in approximately 


SIGHS OF LONG LIFE*| tal facsimile’ programming, ae | ca ke eee ce | gin.” permanent record of television.” 
; 7 és ; 1O1,.. » -| . 

FOR QUANTITY BUYERS rates tl pn ge ‘ment the broadcaster will be able | Can Be Projected npteratarteonataeae 

THE ARTKRAFT* SIGN co. lan affiliate of WBNS, and now Ante to turn the receiver on and off} Facsimile, Mr. Nafzger says, Johnson Asks Help on 


remote control. All new! “can solve the time delay prob- 


Car Conservation Drive 

operating from any conve-|of newspapers,” and “may well ODT chief J. Monroe Johnson, 
r s ; ‘ ‘bridge the gap which normally|in a renewed appeal for assistanc 
“Facsimile receivers will be| exists in radio program listening|from advertisers in a campaign to 


inherent in the distribution 


Pe | 
4 


‘ a ; 


YM Meee 8, 


HE DABBLER 
IS NO 
VIRTUOSO 


Betumann Archive 
As a one-man orchestra this performer was wonderful. But because he scattered his talents, 
he never gol out of the penny-serenade class. & Advertisers reach the top in today’s 
business world by choosing one special field and cultivating it diligently. Naturally, they 


are inlerested in reaching the specialized buyers in their own specific market. 


Each one of the Haire Specialized Publications ts a virtuoso, not a 
dabbler. It is a specialist in one selected market. @ You can 
cover any given markel—and thal market exclusively —direclly, 
completely, by placing your advertising in the Haire 


Publicatdon devoted specifically to thal marke® 


(6A NOVENTT | 


Ke vee UA) 


joectiile: ~ rere PAPERS 


117¢ 


oni 


~ 
an 


teach car conservation to motor- 
ists, warned last week that it wil! 
be at least three years befor 
|many millions of private buyers 
‘will be able to get new cars. 

| The Johnson prediction was in- 
|cluded in a campaign folder dis- 
tributed by OWI to advertising 
/managers of newspapers through- 
‘out the country. It pointed out 
that the first cars will be reserved 
for essential users. 


| PA! aR 
‘Sullivan Names Gardner 


Sullivan Box Factory, Sullivan, 
/Tll., has appointed Gardner Ada- 
| vertising Company, St. Louis, to 
|handle its account. Newspapers 
land trade publications will be 
used. 


Adds Profit Sharing Plan 


| The Treasury Department has 
approved a profit sharing plan 
|submitted by Criterion Advertis- 
|ing Company, New York. The 
plan includes all employes of the 
| organization. 


| 
| 


as the Best in ee to 
- a aad olislenens 


RADIO STATION WOW, IN 
OMAHA, NEBRASKA 

JOHN J. GILLIN, JR, PRESIOLN? 9 
JOHN BLAIR & CO., REPRESENTS TI « 
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vA 17,000 towns under 25,000 population. to help win new and keep old friends in this 
That’s Main Street, U.S.A. Where 56 percent market. Well regarded in the smaller cities = 
of the retail outlets are located and over 40 ~—and towns, it is known to merchants as the — 
percent of the consumer goods in this coun- _— one national news magazine that is published “= 
try are sold. Where “everybody sees every- for Main Street. ia 2 
body often,” and business is on a highly These dealers know that firms who adver- : 
personal basis. tise in PATHFINDER are making a special - 
With manpower and travel conditions be- _ effort to help them sell to customers who live 
ing what they are, close personal] attention to in small town America. PATHFINDER can 
dealers in these small towns isa problem. An help you meet the competitive sales challenge 
. increasing number of manufacturers are find- —_of the small cities and towns. 
ing PATHFINDER a highly effective medium 
GRAHAM PATTERSON, y A, 4 INDER 
Publisher 
PATHFINDER BUILDING . WASHINGTON, D. C. 
ADVERTISING OFFICES 
Philadelphia, 230 West Washington Square *« « New York, 420 Lexington Avenue 
Chicago, 180 North Michigan Avenue « e« « Detroit, General Motors Building 
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In the Ark-La-Tex area, KWKH—with 
its 50,000 watts—is the No. 1 medium, 
with full coverage and SELLING 


POWER in this prosperous market. 


’ 


_ Represented by The Branham Co. 


“4 


World-Herald’ 


Poll Reveals How 
Omahans Will Buy 


Omaha, July 17.—A preference 
for brand names, independent 
neighborhood grocery stores and 
Saturday shopping are among the 
results revealed in a study of 82,- 
826 families in the greater Omaha 
market by the Omaha World- 
Herald. 

Self-service type establishments 
are preferred six to one over clerk 
service stores, the survey discloses. 
In addition, Omahans prefer the 
one-stop market at which to buy 
their fruit, vegetables and meat. 

Families participating in the 
survey were divided into four in- 
come groups according to the 
amount of residence rent paid: $50 
and up, $40 and up, $30 and up 
and under $30. Within these in- 
come groups, automobile owner- 
ship was found to be 82.8%, 69.6%, 
67.4% and 56.9% respectively. 


Will Buy New Cars 


Automotive statistics revealed 
that over half the car owners in- 
tend to buy a new car more than 
a year after they are available. 
Within six months to a year after 
availability, 38% of the families 
indicate they will be in the mar- 
ket for a new car. | 

Future automobile buying for 
present non-owners followed sim- 


ilar lines, but the survey indicates 
that more non-owners will be in| 
the market for cars sooner than | 
present owners. The analysis | 
shows that 70.9% of Omaha mar- | 
ket families own cars at present. | 

The survey shows that 58.2% | 
of the families take another brand 
when the store is out of the stock 
normally bought; that equal 
percentages of 45.3 prefer glass jar 
and tin can coffee packing; that 
96.5% do some baking at home; 
that 96% prefer packaged lard; 


that 91.3% purchase white bread; 


that 41.6% purchase frozen foods; 
that 81.4% purchase dog food; that 
grapefruit juice exceeds all other 
juices in popularity, with 69.1% 
preference; that 49% of those in 
the higher income bracket use 
margarine, to 39% using it in the 
lower bracket; that 86.2% use 
package soap for household laun- 
dry; that 60.2% of the populace 
buy most of their drug products 
at the neighborhood drug store; 
that cosmetics and toiletries are 
purchased by 47.4% from depart- 
ment stores; that safety razors are 
bought by 78.9% of the men in 
Omaha; vitamin capsules or tab- 
lets have a 33.3% popularity; 
52.7% regularly buy alcoholic 
beverages, 86% prefering bour- 
bon whisky, while 76.9% of the 
families use soft drinks at home, 
with grocery stores as the place 
where they buy them. 


Want Electric Ranges 


Over 91% of the families own 
gas ranges, 17.8% of which will 
replace them with electric ranges. 
Some type of refrigerator is used 
by 97.7% of the families. 

In the Omaha market, 88.9% 
own electric washing machines; 
99.7% own 82,578 radio sets, and 
combination radio - phonograph 
console sets will be bought by 
52.8%. Features wanted in new 
sets rated 76.7% for regular 


Advertising Age, July 23, 1945 


broadcasting, 71.2% for television 
45.5% for automatic recor, 
changer, 43.6% for frequenc 
modulation and 43.1% for sho: 
wave. 

Major repairs of replacement 
in homes are needed by 80.6% 
35% need their radios repaired 
28.2%, vacuum cleaners; 27.1° 
washing machines; 20.7%, furn 
ture; 17.3%, heating equipmen: 
15.8%, refrigerators and 13.4 
cooking ranges. 

While 63.4% are not planning 1 
build or buy a new home, 35.4< 
will do so, 50.3% of them in th 
$4,000 to $6,000 class. 

Conducted in the late winter b 
means of a confidential question 
naire circulated to over 3,00) 
families, the survey assured accu 
rate returns by means of a priz 
of over 30 food products given t 
those who returned complet: 
answers. The food packages wer: 
given through the cooperation o! 
merchants and distributors in the 
Omaha market. 


Bryce to Fact Finders 


Stephen D. Bryce, recently in 
U. S. Marine Corps public rela- 
tions, and before that in publi: 
relations work in New York for 12 
years, has joined Fact Finders 
Associates, New York, in an ex- 
ecutive capacity. 


write to studio 'F’ 


STONE WRIGHT STUDIOS INC., 225 FOURTH AVENUE, N. Y. 3, N. Y. 


their joy, we (or Radio 
can tell you a lot more 


swell job of entertaining 


every morning at 8:15. 


that, since Phil is now doing a 
folks who listen to WABC 


But no French horn fanfares 
for your commercials, please. 


Phil can't play a French horn. 


editor bought nine of those ten canvases. 


other radio listeners ) know as “the man of a thousand voices.” 
His colorful “cast” of characters (all acted by Cook), his original . 
repertoire of over 500 topical songs and recitative ballads, have A 
been delighting expanding audiences for many a year. \ 

Cook’s unusual versatility makes remarkable radio—and very eT 
healthy ratings. Sponsors like Cook because his listeners buy \ 
what their old friend Cook suggests. If you want to share in 


Sales ) 


about 


all the 


Columbia's Key Station 
NEW YORK - 50,000 Watts 


eee 


...but he cant play a french horn! 


Phil Cook (as you probably didn’t know) likes to paint. One day 
he showed ten of his canvases to the editor of one of America’s 


biggest-circulation magazines. No Michelangelo, Cook—but the 


And once, when somebody told Phil he ought to try his hand 
at the book for a musical, he up and wrote “Molly Darling.” Jack 
Donahue starred in it, and Broadway counted it a convincing hit 
so he topped it with “Plain Jane,” Joe Laurie, Jr., starring. 


x 


Yes, friends—this is the same Phil Cook you (and millions of 
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Represented by Radio Sales, the SPOT Broadcasting Division of CBS -——~ 
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“T don’t think the West Coast can 
make steel economically,” an Eastern 
banker said. ‘‘But if Henry Kaiser says it 
can be done, I’ll change my thinking.” 


Today Henry Kaiser makes steel 
and magnesium and ships, in West Coast 
plants. Kaiser and all the bright young 
men in his big office building in Oakland 
are cautiously bearish on any wartime 
project—but unbridled bulls on the 
future of the West Coast. 

And Kaiser optimism has back of it 
enough performance to merit respect! 

Imaginative iconoclast who has often 
made precedent take a back seat, Kaiser 
has spent millions ona ten-mile conveyor 
to move millions of cubic yards of dirt 
more cheaply . . . turned shipbuilding 


into factory assemblies, broken records 


Sawyer, Ferguson, WALKER Co. 
New York, Chicago, Detroit, Atlanta, San Francisco 


om TEs a 
-_ " Sak 


a , 7 
a py Yhsr rf ‘ t 17 

iy oa € . 
} 6 : % . . 

~T 5 fF ’ 

\\ \\ | 
¢ 

_—_ 7 


hronicle 


National Advertising Representatives: 


with continuous’ operation, built and 
operated mines, plane plants, smelters, 
housing developments. He considers 
cooperation more important than pay 
scales, makes progress infectious. 

Today his Richmond shipyards swell 
San Francisco payrolls. Tomorrow, the 
investments and industries given impetus 
by his enterprise can be counted to 
produce more jobs, prospects and profits 
for the whole West Coast... And The 
Chronicle seriously lists Henry Kaiser 
as a great local asset to advertisers. 


E ar.y SETTLER, hardy survivor, 
locally owned, locally concerned, 
The Chronicle offers the national 
advertisers real participation in 
the West Coast’s future. 


lana 


Mind if we talk about our e]gsrate ? 


More than a city newspaper, The 
Chronicle is read outside San Francisco 
as well as within by people who want 
more than local information ... people 
who count for most in making customs, 
habits—and sales. 

Not the largest circulation but the 
largest influence, The Chronicle enjoys 
the confidence that begets preference as 
well as patronage in all social strata, in 
all income brackets... is favored by the 
city’s best retail advertisers, department 
stores and general advertisers as well. 

Scaled to grow with the West Coast, 
The Chronicle offers more business 
opportunity than do most 
other media or markets. A 
Chronicle representative can 
)) supply the facts. 
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the entire printing, through Alco-| With his office, warehouse, de-| home building or repairing prob-| Tomorrow” featured in each iss ‘ 
sum an Gravure division of Publication | livery equipment, etc., he is the|lem, with a solution that really) may obtain a 12-page bookle: USG’: 
. ® Corporation and American Color-| logical permanent source of con-| works, and the actual costs in- | complete with floor plans and m yroduct di 
type Company, while distribution} tact for the public. But beyond| volved. The same editorial stand-| terial specifications, from t Mel and Cc 
is handled by R. H. Donnelley| his local newspaper, he lacks a| ards are maintained for both farm | dealer or by sending 10 cents 2 of tt 
@d ers 0 eep Corporation. practical merchandising medium|and home publications, and full! USG here. js seen in 
| The building materials industry, for direct market contact. staffs are engaged in the work. | In addition, this magazine | nquir 
2 | although second largest in the USG regards its city and farm “Business of Farming” features| fered a “Popular Home Pak 5 Mhe (quart 
|country in dollar volume and|home magazines as the dealer’s|a “Farm News-Letter” written| Ideas,” an 80-page guide to hom, SG be 
agazines 0S Wal umber of people employed, has| personal publication in establish-| especially by Doane Agricultural| planning with a 24-section cli. a -plendi 
| lacked an effective, economical| ing and holding this contact, Mr.| Service, St. Louis. Remodeling| ping file, for 50 cents. USG a -. Mth build 

|method of contacting its wide-| Maynard said. It is distinctly not| plans for typical American farm| sorbed a considerable amount + @! the 
Urban, Farm Papers | spread market for new homes, re-|a house organ. Brand names and| homes are presented, as well as|the production cost, charging { vines hav 
M . } . e } rt | pair and maintenance, according advertising are reduced to a min-| articles about crop and feed prob-| dealer the same 50-cent price | in keepin 
aintain ontTacTs to John G. Maynard, general ad-| imum, other than that printed for | lems, homemaking, decorating, etc.| his supply. The first printing \ and new 
with Big Market vertising manager of USG. the dealer, _—oe also are ant oi plans| moved in four months, and tl} lic mind 

‘ or farm service buildings by con-| successful cooperative ventuy)oe Mgencies. 
eal cas It’s Up to Dealer Each Has Own Staff tacting their dealers. now is being aerinied: Uses 
nicago, July 19.—A new mer- h P : fica nes tes F : , 7 TI co 
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alg? op ge Penn ge such as a new home, remodeled} match the caliber of that used by| “Popular Home” in a similar} All material appearing in the cluding & 
farmers—has 5 ee ado ted ac a| attic room, basement recreation| the best national shelter publica-| vein, presents articles on a wide|16 to 24-page magazines is in- fgsulation, 
i in as age ri el “| room, etc. He has the necessary | tions, and it is not unusual for one| variety of home building and re- | spected by qualified consultants mploying 
te be one AB, ov Pa U te a” aintes materials and is in close touch|of the latter to reprint a USG/pairing problems. Readers inter-|on architecture, interior decora- Jmedia mn 
Gypsum Company sis ales with the building trades needed.| article which presents a typical| ested in the “Popular Home of | tion, photography and style, ang MPowever, 
Immediate prospects of this pene 


leader in the building materials 
field and its thousands of dealers 
throughout the country were hard 
hit after war broke out and the 
government, in 1942, halted new 
construction. Labor was con- 
scripted, deliveries restricted and 
dealers found it harder than ever 
to maintain contact with a large 
but indefinite market. 


Farm Paper First 


As a result, USG introduced its 
first magazine, ‘Business of Farm- 
ing,” in 1942 and urged dealers to 
send copies to farm owners and 
operators. This marketing contact 
captured quick favor and the fol- 


lowing year the company started | 
a companion publication, “Popular | 


Home,” for city and town dealers. 

The 8% by 12-inch four-color 
magazines, published eight times 
a year, now are subscribed to by 
an impressive number of dealers 
from coast to coast. They pay five 
cents a copy for ‘Popular Home,”’ 
four cents for the “Business of 
Farming.” Each publication offers 
the dealer an excellent means of 
local identification, full-color re- 
production of products (important 
for such items as paint and roof- 
ing), a full line of products, and 
the service of an adequate pub- 
lication staff, and relieves him of 
all the details of maintaining a 
consistent market contact except 
selecting the ads he wants fea- 
tured, providing a mailing list— 
and signing the order for copies. 


Can Feature Own Products 


The dealer specifies the par- 
ticular USG or any other product 
he wishes advertised, depending 
upon his stock, the season, etc., 
and picks his own copy for the 
back cover of the magazine, which 
also carries his name and ad- 
dress. The company contracts for 
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»y USG’s research department, | 
juct departments, patent coun- 
e| and company attorneys. Suc- | 


@... of these merchandising tools | 


en in the fact that thousands | 
nquiries reach the company | 


SG believes its dealers are in| 
, -plendid position to cash in on 
‘:h> building market ahead, and 
the company-dealer maga- 
»ines have been a material factor 
‘n keeping repairing, remodeling 
new construction in the pub- 
fic mind during wartime strin- 
gencies. 
Uses No National Media 
The company, because of the 
wide variety of its products, in- 
cluding gypsum, lime, steel, in-| 
sulation, roofing and paint, is not 


mploying national advertising 
media now. Its merchandising, 
however, includes up-to-date 


packaging, direct mail cooperative | 


promotion, consistent advertising | 
in trade papers, special offers, etc. 

Plans are now being drawn for | 
a 1946 ad campaign promoting its | 
Texolite waterthinned paint. But 
until more labor becomes available | 


| and production can be stepped up, 


the majority of USG products will | 
not receive active or aggressive | 
sales promotion and advertising | 
programs, 
Has Commodity Ad Heads 

The USG advertising depart- 
ment is departmentalized within 
itself in order to serve the product 
departments in the most efficient 
manner. The organization plan 
calls for a commodity advertising 
manager for each major merchan- 
dising group, including gypsum 
board and paint products, roofing 
and insulation products, and 
mason supply and industrial ma- 
terials. 


Institutional advertising, which 


includes the dealer publications, is | 
handled by a manager of institu- | 


tional advertising. He and the 
commodity admen will be re-| 


sponsible to the general advertis- | 
ing manager, Mr. Maynard. 
of these admen turn to the agency, 
Fulton, Morrissey Company, Chi- 
cago, for creative advertising serv- 
ice and each works under budgets 
set up for the major product 
groups. 

Every man with the advertising 
department has come from the} 
USG sales force, knows the com- | 
pany’s materials and policies, and | 
its competition. Another prereq-| 


uisite is that he must be sym- Savings Bank to Woodley | 


pathetic to merchandising and 
creative advertising efforts. Ex- 
perience to date has shown that a 
policy of collaboration between 
the agency creative man and the 
commodity advertising manager 
works out well, and USG intends 


to expand this policy as produc- 
tion, advertising and merchandis- 
ing push ahead during coming 
months. 


All| Westinghouse Promotes 


Andrew H. Heywood, assistant 
manager of the motor application 
department of Westinghouse Elec- 
tric Corporation, Pittsburgh, has 
been promoted to manager. Mr. 
Heywood joined the company in 
1926, serving in industrial sales in 
Cincinnati for 10 years. 


The New Haven Savings Bank, | dinary 
| used, 
New | brightness range, greater speed in 


New Haven, Conn., has appointed 
Albert Woodley Company, 
York, to handle a forthcoming 
campaign in newsapers, radio and 
car cards. 
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Faster Color Film 
Process Readied 
for Industries 


Oakland, Cal., July 17.—Indus- 
trial advertisers will be the first 


firms this fall to which Richard 
Thomas Enterprises, Inc. will 
make available its rapid and 


cheaper new Thomascolor method 
of making full-color motion pic- 
tures, 

Based on principles of light re- 

fraction, the method involves 
mounting of special lens on stand- 
ard cameras and projectors. Or- 
black and white film is 
making possible a wider 
|development of negatives and 
greater film permanence than in 
the making of movies with dyed 
film, used in other color photog- 
raphy. 

Following initial entry into the 
industrial advertising field, the 
company plans to expand to reach 
such additional markets as the 
graphic arts, amateur and profes- 
sional still camera, and amateur 
16 mm. motion pictures. 


Universal Introduces 
‘ + 
Systemeering’ Program 
Landers, Frary & Clark, New 
Britain, Conn., manufacturer of 
Universal household helps and 
author of the “U” plan to help 
dealers develop a more profitable 
retail business, is working on a 
new “systemeering” program. A 
40-page portfolio will be made 
available to dealers containing in- 
formation on fundamentals of re- 
tail operation such as purchasing, 
|selling, operational and adminis- 
trative functions through the most 
efficient use of modern methods. 
The booklet will present system- 
eering as a “graphic simplification 
of retail operation and control.” 
Dr. O. P. Robinson of New York 
University, school of retailing, will 
direct the work. Burroughs Add- 
ing Machine Company, Detroit; 
Moore Business Forms, Inc., Ni- 
agara Falls, and Shaw-Walker 
Company, Muskegon, Mich., will 
supply information on their prod- 
ucts and services for the booklet. 


Pangborn Names Chirurg 
Pangborn Corporation, Hagers- 
|town, Md., manufacturer of blast 
cleaning and dust control equip- 
ment, has appointed James 
|Thomas Chirurg Company, New 
| York, to handle the account, the 
first time since 1912 the company 
has employed an agency to help 
in the preparation of trade jour- 
nal and direct mail campaigns. 


ING 
EVEN AN ADVERTIS 

MAN WANTS A HOME OF 
HIS OWN - 


Regardless of whether YOUR 
“dream home” is a cozy cottage or 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the- 
minute. 


Its 32 pages, profusely illustrated, 
are packed full of home planning 
and new equipment ideas. 


Our own staff of practical authori- 
ties whose lives have been dedicated 
to building progress have put into 
eight easy-to-read chapters the 
trends and possibilities of a much 
discussed industry. Covering every 
financing to 


subject from solar 
heating, it therefore can be used as 
a textbook on building industry 
nomenclature. 


Send for your copy today. 


PRACTICAL BUILDER 
59 E. Van Buren Street, Chicago 5 


« I can't lose—Send me “How To 


at 25 Li 
Plan The Home You Want 4) 


Name 
Address 


City 


-. 
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Wilmington Club Elects 


Harry C. Harbison, national ad- 
vertising manager of the Journal 
and Morning News, has been 
elected president of the Wilming- 
ton Advertising Club, after serv- 
ing as treasurer for a number of 
years. George M. Reese Jr., Ge- 
wehr Piano Company, was re- 
elected vice-president and A. Rae 
duBell, Wilmington Letter Shop, 
secretary and treasurer. 


Names Two Managers 


Firth-Sterling Steel Company, 
McKeesport, Pa., has appointed 
George W. Frick, who joined the 
company in 1929 and was named 
manager of the Firthite division in 
1941, as general sales manager. 
A. R. Zapp, since 1932 manager 
of the Firthaloy division, has been 
named carbide products manager. 


WTCN Appoints Karl 


Max Karl, recently with the 
Minneapolis-St. Paul office of the 
OPA, has joined Station WTCN, 
American Broadcasting Company 
affiliate in the Twin Cities, as 
director of public service pro- 
grams. 


Ad Council Urges 
Drive for Dogs 
for Scout Duty 


New York, July 18.—A plea for 
advertising which will describe 
the Army’s urgent need for 1,600 
large dogs to be trained for scout 
duty with troops in combat zones 
is being made to business execu- 
tives by the War Advertising 
Council, in cooperation with the 
OWI. 

To qualify, dogs must be in 
good health, alert and responsive. 
Breed is of secondary importance 
to general excellence. Dogs should 
be between 14 months and three 
and a half years old, and either 
male or female will be accepted. 
Minimum height at shoulder is 24 
inches, maximum 28 inches; min- 
imum weight is 55 pounds, maxi- 
mum 85 pounds. 

Many dogs, trained as sentries 
and no longer needed, are either 
not adaptable for retraining or are 
not physically qualified for scout 
duty, the council points out. No 
instance has thus far been re- 
ported where a group led by a 


scout dog has been ambushed or 
fired on first, it says. 

Interested dog owners will be 
told to write or wire the Quarter- 
master General, Washington 25, 
is a es 


Gardiner Named V.P. 


Carl Gardiner, sales manager 
of Schnefel Brothers, Newark, 
N. J., maker of La Cross manicure 
implements and nail preparations, 
has been appointed vice-president 
in charge of sales and advertising. 


Adds Farm Adviser 


C. R. Lash, past president of 
Illinois Association of Vocational 
Agriculture Teacher:, has joined 
Needham, Louis & Brorby, Chi- 
cago, as adviser on the agency’s 
agricultural accounts, and con- 
tact man with farmers and ranch- 
ers. 


Maytag Names Butler 


Emmet F. Butler, for the past 
20 months public relations counsel 
for the Maytag Company, Newton, 
Ia., maker of washers and ironers, 
has been appointed public rela- 
tions director. 


Yes, GRIT knows—and satisfies 


Small Town Americans. 
That’s why it has remained 
their favorite weekly since 1882. 

It keeps Small Towners informed, 

helps them solve their daily problems, 

entertains them, expresses their views 

editorially. More and more advertisers 

are discovering that GRIT reader | 

loyalty means quick response to 

the buying stimulus—sharply 

; increased sales. GRIT’S advertising _ 
| lineage increased almost 50% during 

1944, and, with the exception 


of one, every issue in 1945 has shown a ‘ 


SSS RYTON TREE I ot ro 


: 


glo. 7] 2 
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—the reading tastes of 


gain in lineage over 1944. Remember— 
you neéd GRIT to sell the Small Town 


market adequately. Start using GRIT now! 
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GRIT PUBLISHING CO., WILLIAMSPORT, PA. 


Magazines Show 
Gains Over 1944 
for Six Months 


Chicago, July 19.—Magazine ad- 


tial increases over 1944 during 
the first six months of 1945, de- 
spite paper restrictions, an analy- 
sis by ADVERTISING AGE indicates. 

During the first half of 1945, 
38 general magazines and groups 
reporting to ADVERTISING AGE car- 


ried 10,489 pages, or 5,045,012 
lines of advertising, compared 
with 9,150 pages, or 4,410,146 


lines, during the corresponding 
period of last year. Their over-all 
increase for the period, therefore, 
was 14.4% 


Women’s Groups Up 19.3% 


Forty magazines and groups ap- 
pealing primarily to women 
gained 19.3% in advertising linage 
during the first six months of 
1945, when compared with the 
same period last year. The 1945 
total for this group was :13,686 
pages or 6,834,895 lines, while last 
year’s total was 11,458 pages, or 
5,728,366 lines. 

Twenty-two publications in the 
weekly classification showed a 
more moderate gain of 4.1% for 
the period. Their total for the 
first half of 1945 was 16,479 pages, 
or 8,807,039 lines, while for the 
corresponding period of last year 
they carried 15,802 pages or 8,- 
459,261 lines. 

For the same period, standard 
magazines gained 13.2%, going up 
from 540 pages to 624 pages; out- 
door magazines moved up 35.5% 


|from 1,143 pages to 1,555 pag 
| and juvenile publications gai 
20.3%, 
| pages. 


vertising linage showed substan-| 
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from 296 pages to 269] 


Ten general Canadian mava.f 
zines also showed an increase ‘o; 
the six-month period, improv ng 
their showing from 1,948 paves 
last year to 2,162 pages this yea 
an increase of 10.9%. 


Johnson Joins Crosley 


Sidney E. Johnson, previously 
with Faraday Electric Corpovra- 
tion, Adrian, Mich., has _ been 
named regional manager at At- 
lanta of the sales department of 
Crosley Corporation, in charge of 
promotion and sales of radio and 
household appliances in nine 
southern states. He succeeds Syd 
D. Camper, who resigned to be. 
come a Crosley distributor in 
Jackson, Miss. 


Zenith Promotes Duke 


A. V. Duke, formerly with the 
export sales division of Zenith 
Radio Corporation, Chicago, and 
since the war engaged in admin- 
istrative work on government con- 
tracts, has been appointed assist- 
ant to the vice-president in charge 
of household radio, 


Chatfield Ups Doyle 


W. F. Doyle, sales manager of 
Chatfield & Woods Company, 
Pittsburgh, has been elected vice- 
president and general manager 
succeeding the late Frederick 
Forchheimer, with whom he was 
associated as assistant. Mr. Doyle 
to been with the company since 
1920. 


proudest boast is 


accounts. 


a-year! Seventeen other 


Neighbors always have the real dope on a man! 
stands high with them, he’s usually O.K. 


For instance, the Fairmont Creamery. 


“locals” 
steadily, from 10 to 23 years! 


“WAIT, MARTHY! HOMEFOLKS 
WON'T BUY WATERED MILK! 


If he 


It’s the same with radio stations, too—hence WDAY’s 


its long list of outstanding local 


During fourteen 


years we have broadcast its 14-hour programs 52-weeks- 


have been with us, 


Wouldn’t you say that WDAY must deliver the goods? 


WDAY, INC 


a 


= ON ~ «. 
| FARGO, N. D. 


970 KILOCYCLES . . . 5000 WATTS 
| FREE & PETERS, INC., NATIONAL REPRESENTATIVE® 
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oman War Correspondent 


"Ty _E 4 

san | 0) P S IT y,| a I ' interviewed the “‘little people’ 

‘he a of Germany about Nazi brutality. 
a - ’ 


She was on Iwo... and she was at Dachau . . . just eight weeks apart! 

That is the remarkable record of Pat Lochridge—the woman correspondent whose 
trenchant cables to the Companion (like “Are Germans Human?”’ in the July issue) 
are helping ©! million other American women gain a better understanding of today’s 


.silleaalta 


tumultuous world. 

Now, more than ever before, the woman’s horizons are expanding. Her wartime 
experiences have given her new responsibilities, new skills . . . and a new thirst for 
knowledge of the events, trends and ideas that surround her. That’s why we say... 


Patricia Lochridge has reported history 


She’s more of @ | woman than ever! as it happened in both major war theatres 
for Companion readers. Watch for more 
It is the reason, too, that so many women like the Companion so much. For they of her graphic stories in coming issues. 


feel it lives up to its name. It not only renders practical aid in food, fashion and 
homemaking problems, but also serves them as friend and adviser in all their new 
interests today. And for the future they count on its far-sighted editing to help them 
win fuller, happier lives. 

Advertisers take heed! For when peace comes, estimated national retail expendi- 
ture will be nearly twice the largest figure of pre-war days. . . with 80°7 of the total 
spent by the woman. She’ll be more of a woman—and more of a market—than ever! 


THE CROWELL-COLLIER PUBLISHING COMPANY 
PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER'S, THE AMERICAN MAGAZINE 
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‘Better Farming’ Expands |Cincinnati Admen Elect 


Better Farming Methods, Mount 
Morris, Ill., effective with the 


September-October issue, will ex-| 
pand from a 210-line page to 429 | 
In January, 1946, the pub-| 
lication, now bi-monthly, will go| 


lines. 


monthy. 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

-.. . OF something to wear, or just 
about anything. Here’s a market 
that really responds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dellar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


Don Bertke, advertising man- 
ager, DuBois Company, has been 
elected president of the Cincinnati 
Industrial Advertisers Association, 
succeeding R. N. Piper, Cincinnati 
Bickford Tool Company. Others 


|elected are Frank Gerhart, Cham- 
| pion Paper & Fibre Company, and 


George L. Service, Valvoline Oil 
Company, vice-presidents, and 
E. R. Powell, Fairbanks Morse & 
Company, secretary-treasurer. 
Directors are Walter Rybolt, 
R. K. LeBlond Machine Tool 
Company; Walter Spindler, 
American Rolling Mill Company; 
Robert Anderson, McGraw - Hill 
Publishing Company, and Jack E. 
Baxter, Burton Rodgers, Inc. 


Grant Names Winter 


Hal Winter, former media di- 
rector of Raymond Spector Com- 
pany, New York, has been named 
to a similar position at Grant 
Advertising, New York. 


Butler Brothers 
Tells Bankers of 


G.I. Store Plans 


Chicago, July 18.—To arm them 
with facts and figures on the suc- 
cessful operation of home-owned 
stores by returning G.I.s, Butler 
Brothers, distributor of general 
merchandise, has launched a spe- 
cial campaign addressed to the 
nation’s bankers. 

The drive is built around a 
three-color brochure entitled 
“Danger—Men Dreaming,” which 
is described in a personalized let- 
ter sent to bank executives and 
featured in a six-time schedule in 
Banking, with the initial full-page 
advertisement appearing in the 
June issue. 

The two-color four-page letter 
emphasizes the fact that banks 
will be faced with a first-rate 
problem in providing loans for 


would-be store owners. According 


to a recent survey among G.Ls, 
more than a million servicemen 
plan to go into business for them- 
selves and 50% want to open 
stores; but only 4% expect to have 
$10,000 or more available. 


Shows Costs, Profits 


Bankers who send in a card and | 
postage-free envelope receive the 


brochure outlining Butler 
Brothers’ distributor stores pro- 
gram, a comprehensive plan used 
successfully by more than 2,000 
home-owned stores in the variety 
and dry goods fields. The brochure 
carries several separate pieces of 
literature addressed to those who 
want to own their own business, 
as well as a statement on the ini- 
tial costs and _ potential profits 
over a_ three-year period for 
various sizes of Ben Franklin (va- 
riety) and Federated (dry goods) 
stores. The importance of cen- 
tralized buying sources and man- 
agerial guidance for the store 
owner is emphasized. 

Butler Brothers points out that 


Yes, sir!... That 81.5% increase in WSIX's all-day 
average Hooperating during the two years ending 
last January is mighty easy on the eyes. And here 
are some more facts that are mighty pleasing to 


advertisers! 


WSIX has the highest daytime 


Hooper of any Nashville station. . . Top programs 


REPRESENTED NATIONALLY 


AMERICAN 
MUTUAL 


3000 
WATTS 


NATURALLY WERE SPEAKING 
OF THE ALL-DAY AVERAGE 


HOOPER FOR WF S/X 


of both the AMERICAN and MUTUAL Networks. 
. . . Excellent coverage at a very low unit cost. . . 
A booming market in the heart of industrial, agri- 
cultural Tennessee, with over a million people—all 
potential buyers for your product—who really be- 


lieve in spending. 


BY THE KATZ AGENCY, 


LX 


NASHVILLE 


THE 
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ee 
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DAT CONSUMER 
| MARKETS EDITION | 


980 
KILOCYCLES 


WAR WORK—Rome Mfg. Co. division 
of Revere Copper & Brass, Inc., Rome 
N. Y., is exhibiting this display in the 
lobby of the Rome Trust Co. to show 
the townspeople what has been turned 
| out in the way of war production. |p 
| addition, a glimpse is given of item; 

in Revere's peacetime lines. 


for 15 years it has been develop. 
ing this distributor stores pro. 
gram, which covers financial con. 
trol, operations, store designgl 
merchandising promotion, displa) 


and advertising. The G.I. who dei 
cides to become a distributor storia] 
"owner gets the company’s help inf 
| selecting his location, in designing 
| the store plans, conducting a suc. 
| cessful opening, setting up financial 
stock control, offering competitive 
merchandise values, adopting 
/promotional program, training@# 
personnel and getting on-the-spot 
guidance by a store superintendent 
who calls at regular intervals, 

All stores in the Butler Brothers 
| distributor stores setup have been 
told about the G.I. bank campaign 
| and copies of all promotion piecefi 
| have been mailed to them. Asim 
/each advertisement is released, i 
will also be merchandised to the 
stores in the distributor-to-store 
medium published weekly by But-J 
ler Brothers. 

Executives of banking associa- 
tions who were consulted prior t 
start of the campaign endorsed the 
company’s plans as one effective 
way of showing that many haz- 
ards stand in the way of success- 
ful retail store operation but that 


"SI 


|it may be accomplished through} « 
‘able management based on Never 
| tested merchandising program. 
| : Scen 
Names Burton Browne a wit 
| Burton Browne Advertising, Yorke 
| Chicago, has been appointed by Hotels § 
_the Lowell Mfg. Company, Chi-@ our edit 
| cago and Lowell, Mich., manufac-™ gratifyi 
turer of sprayers and dusters. A¢- __«N 
| vertising plans include a campaig! _*) 
/reaching distributors and dealer: iy 
plus a series in consumer medi “y 
| featuring new electric models. me 
pari —“V 
Barr Promotes Two Pp 
Walter Frank, who recent! When w 
completed service in the Arm) prised te 
has returned to G. Barr & © 
Chicago, maker cf Balm Bal y P 
/hand lotion, as advertising man- *0U rea 
lager, succeeding Lawrence Fow!e Zines, 
| promoted to sales manager. If you | 
} — editor p 
viewing 
| tion on 
’ * the way 
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asa pr 
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READ WHAT TOP MEN EXCLAIM WHEN THEY SEE THE 


“SERVICE BEHIND THE SERVICE’ AHRENS EDITORS GIVE 


“Never Realized There Was So Much Behind-the- 
Scenes Work in Building Your Publications” 


TS other day when Frank F. Andrews, President, New 
Yorker Hotel, and Howard F, Dugan, Vice President, 
Hotels Statler Co. Inc., were in our offices, we showed them 
our editorial project records. Their comments were most 
gratifying: 
—‘‘Never knew you had such a service.” 
—“No wonder your articles are so thorough, complete, 
informative.” 
—“Why, this is a complete hotel men’s reference 
manual.” 
—“Why don’t you brag a little about material as com- 
plete as this?” 


When we go back over these records, we are sort of sur- 
prised too. Come up to our offices and be surprised yourself. 
* * * * * 


You read many an article of vital importance in our maga- 
zines, 


If you think of their preparation at all, you visualize an 
editor pounding his typewriter, or of a staff reporter inter- 
viewing sources of information, then passing that informa- 
tion on to our editorial staff for treatment. But that is not 
the way it happens at all. 


Each starts as a project. It is handled from start to finish 
as a project. It is published as a project. Some of our edi- 
torial features have even become standard policy in the 
hotel and restaurant industry or in Government. 


No wonder top men say: “We never knew you had such a 
service, This material is remarkable.” 

* os * + 
One of these editorial projects may have its genesis in a 
chanee remark, a casual conversation on a train, a two-line 
letler, or a sudden situation which demands a solution. 


It often leads to months or years of solid, persistent edi- 
‘ol\al digging—meetings all over the country, trips to 
 ashington. 


slowly, bit by bit, the groundwork is laid. A paragraph 
rrespondence. Notes on a menu. A rough penciled chart 
. hotel letterhead. A wire and a quick reply. A rapid- 
long-distance call. One by one, the parts fall into place. 
whole mass of collected data and material often takes 
in entire library binder of source information. Yet the 

cle may occupy only two columns of editorial matter. 

Hi re are some comprehensive projects: 

Monpower and Material Savings Plan: Planned campaign of 
ers, menu riders, dresser top cards, employee buttons, 
to save all critical materials and employee time. Repro- 

tion of material in Hotel Management and Restaurant 
agement. Result: Special campaign which sold over 

000 pieces of emergency material. 


No-Point Low-Point Food Program: Meeting with War Ad- 
vertising Council. Many meetings in Washington with Food 
Distribution Administration, Department of Agriculture, 
AHA, NRA, and others. Definite plans for an editorial fea- 
ture laid out with Food Distribution Administration in 
Washington. Convention dates arranged for Government 
speakers. Plans worked out for weekly reports through the 
teletype service of Atlantic and Pacific. Result: Feature 
chart in Hotel World-Review, with plans all okayed by 
Government. 


Operating Manuals; 87 pocket-sized manuals prepared, with 
illustrations, to cover every phase of operation of hotels and 
restaurants, promoted through all Ahrens publications. Re- 
sult: More than 500,000 sold to the hotel and restaurant 
industries. 


Restaurant Market Research: A meeting in New York with 
leading manufacturers. A group meeting of manufacturers 
and representatives of the Restaurant Association at the 
National Restaurant Convention in Chicago. A careful 
check-up with ten bureau heads in Washington. A meeting 
of manufacturers and representatives of associations and 
Government at the Yale Club in New York. A special com- 
mittee appointed to work with Washington groups under 
Roy Cooley and Frank Wiffler. All resulted, after eight 
months’ work, in a report made at enthusiastic meeting in 
Chicago with the finest set of figures, spearheaded by the 
OPA, ever collected. 


Hotel and Restaurant Cost Control: We organized a publication 
cost control system for our own business; why not for hotels 
and restaurants? After many meetings with hotel and res- 
taurant men, thorough research work, developing charts and 
forms, checking and re-checking information with hotel 
men, special issues of Hotel Management and Restaurant 
Management detailed the system. 


Cost Studies of Hotels: For several years, Hotel Manage- 
ment has presented the only studies of this kind made for 
any industry—a complete annual cost study of a hotel. 
Hotels of various sizes and character have been included in 
the series. So far, it is the most comprehensive study of this 
kind ever made, where financial statements, operating state- 
ments and all detailed figures are given. These have prac- 
tically become the text books of the industry. 


Postwar Remodeling: A special meeting at the University 
Club in 1943 of Fay Thomas’ Postwar Committee; a cam- 
paign organized to bring hotels up-to-date and to prevent 
overbuilding. Check-up being made and examples secured 
through Crossley on what the publie thinks of hotel build- 
ing. Program developed for hotel men to use in own com- 
munities when overbuilding is threatened. 


Statistical Bureau: Meetings held in our offices with leading 
accountants and representatives of the American Hotel 
Association, as a result of which funds were appropriated, 
and a statistical department set up within the organization 
of the AHA; industry figures collected and circulated and 
special reports made on a fee basis. 


Public Relations Course: Complete reg laid out with pub- 
lic relations counselors for the public relations work of a 
hotel with its personnel, legislators, community, guests, 
trade and investors. 
* bd ae ne 

On top of the above projects, and many others like them, 
we are stressing constantly, in all our advertising and pro- 
motion, four basically important themes: 


To manufacturers we say: Because of the war, America’s 
hotels and restaurants need everything—in multi-million 
lots. Please help us to help them, by giving us complete 
information regarding your products, and when they will 
be available. 


To hotel and restaurant men we say: Remember the “Build- 
ing-Boom Twenties” and the “Overbuilt Thirties”? The half- 
built hotel structures that were promoted and never fin- 
ished? The bond-holders left holding the bag? Well, don’t 
let it happen again. Modernize, renovate, re-equip, remodel, 
as soon as war restrictions will let you. But don’t overbuild. 


—And to America’s Advertisers we say: America’s postwar 
hotel market, for re-equipment, remodeling, renovation, re- 
decoration and replacement now totals up to $900,000,000; 
America’s postwar restaurant market adds up to 
$1,250,000,000. This money is ready to be spent now, as 
soon as war restrictions are lifted. And some war restrie- 
tions are already being eased. So start promoting your 
products to this huge market now. 


A big promotional campaign can be carried on in these huge 
markets, through Hotel Management, Restaurant Manage- 
ment and Hotel World-Review, for a very low percentage 
of their sales potentials (look them up in Standard Rate 
& Data, and see for yourself). 


We invite any advertising agency man, advertising manager 
or manufacturing executive to come to our library at 71 
Vanderbilt Avenue, New York, and inspect some of the 
editorial projects which prove, again and again, every word 
of what we say. 


AHRENS PUBLICATIONS 


HOTEL MANAGEMENT 
HOTEL WORLD-REVIEW 
RESTAURANT MANAGEMENT 


71 Vanderbilt Avenue, New York 17, N. Y. 
333 N. Michigan Avenue, Chicago 1], Ill. 
Representative I j-} oO ( 
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Starts ‘Save Soil’ Drive 
The Omaha World-Herald has 


| 


announced a $5,000 soil conserva- | 


tion program, with certificates of 
recognition to be given to winning 
farmers in Nebraska and western 
Iowa covered by the World-Her- 
alds’ circulation. The cash is to 
be divided into $500 awards, by 
districts, with district supervisors 


| 


Revised Statistics 


privileged to spend the funds for | 


conservation equipment. 


Plaques 


will be presented to soil conserva-| 


tion offices in the 10 victorious 


districts. 


Sutton Heads Ruddy 


W. T. Sutton, for the past 30 
years vice-president of E. L. 
Ruddy Company Ltd., Toronto, 
has been elected president, suc- 
ceeding the late J. R. Robertson. 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


STATION 


9000 WATTS BY DAY 
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|many months—and perhaps years 


Farm Census Shows 
Crying Need for 


Need for New Census 
‘Benchmarks’ for 
Postwar Is Proved 


Washington, July 17.— Econo- 
mists, politicians, and others in- 
terested in the changes that war 
has made in American living 
habits are thumbing through the 
first fragmentary returns from the 
1945 Census of Agriculture for 
signs of market changes in the 
nation’s economic pattern. 

While the results of the great 
Census of 1945 will provide grist 
for the statistical mills of govern- 
ment and private industry for 


—to come, preliminary figures 
which the Census Bureau has been 
able to release are already justi- 
fying the argument that the study 
was necessary if postwar planning 
is to be based on usable data. 

The census is still incomplete. | 
In fact, figures for only 1,100 of) 
the nation’s 3,097 counties are on| 
hand, but the material that has | 
been released has already set off | 
animated discussions over in-| 
terpretation of trends which are| 
said to be detected in the pre-| 
liminary figures. 


Fewer Farms Shown 
A Census Bureau release this | 
week giving the number of farms | 
and amount of land under culti- 


| 
| vation in 1,000 of the 3,097 coun-| 
| ties pointed out that for the na- | 


tion as a whole, there appears to 
have been a decline in the num- 
ber of farms, and a considerable | 
increase in the amount of land| 
under cultivation. 

For the 1,000 counties already | 
tabulated, including counties from | 
all sections of the country, the} 
decline in number of farms is re- | 
ported to be 2.5% compared with 


1940. The increase in land under | 
cultivation amounted to 7.1%,/| 


with the average farm increasing | 
9.8%. | 

Before accepting any conclusion | 
of these figures, however, the ex-| 
perts point out that a lot more can 
be learned by looking at what 
is happening in specific parts of 
the country. In the southwestern 
and southeastern cotton states and 
in the eastern and west north cen- 
tral livestock and granary areas, 
the loss in number of farms and 
increase in acreage per farm is 
significant, 


Area Picture Varies | 


Yet in other areas, particularly | 
the New England states and the 
South Atlantic states, there has 
been a considerable increase in 
the number of farms, but in many 
cases farms are smaller than they 
were in 1940. 

The analysts pretty well agree 
that the cotton states—Alabama, 


| Louisiana, Oklahoma, Texas, Ar- | 
| kansas, Kentucky, Mississippi and | 
| Tennessee—lost farms as a result 
| of mechanization, and the drift of | 
share-croppers toward the high 
wartime wages of the South’s new 
| defense areas. | 
The livestock and granary states 
—Iowa, Kansas, Minnesota, Mis-| 
souri, Nebraska, the Dakotas, IIli- | 
/nois, Indiana, Michigan, Ohio and | 
| Wisconsin — similarly were ripe} 
for consolidation, it said, be- 
| cause farm lands planted in basic 
commodities are favorable to! 
| mechanized farming. 


is 


| New England Picture Interesting 


Similarly, reduction in the num- 
ber of farms is easily explained 
|in the cattlelands of the mountain 
| states, where Arizona, Colorado, 
Idaho, Montana, New Mexico, Ne- 
vada and Wyoming all gained in 
land under cultivation, but 
showed a sharp decrease in num- 
ber of farms. Utah, alone, gained 


in both 

What is the meaning of what 
has happened in New England, 
and the South Atlantic states, a 


lot of people are wondering. Some 
say it is just an effort to cash in 
on the favorable market for farm 
products. Others contend it re- 


| found 


flects ad trend toward “suburban- | 
ization” on 
workers and other city people. 

The answer may eventually be| 
when Census is further} 
along on its release of returns by | 
individual county in terms of | 
number of farms, acreage, live-| 
stock and crop yield. Currently 
these are appearing at the rate of 
50 a day, but not enough of them 
for areas adjacent to metropoli- 
tan centers have appeared to set- 
tle the contention that the fac- 
tory worker is moving to the coun- 
try, raising his own food, and per- 
haps storing it in frozen food 
lockers. 


See Beginning of Trend 


Those who believe they will 
find evidence of this sort of thing 
argue that the 1945 Census prob- 
ably reflects only the beginning of 
a trend which they consider in- 
evitable when transportation im- 
proves after the war and con- 
struction is once more possible. 

Whatever the merits of their 
argument, significantly the in- 


busy factory area. 


than 20% in number 
Pennsylvania and New York reg- 
istered gains of 10.6% and 4.2% 
respectively. Unexplainably, New 


Jersey lost 17% in number of 
farms and 23.7% in acreage, per- 


haps because of military training 
in its rural districts. 


Statistics Out of Date 


Of the South Atlantic states, 
Florida, with only seven of its 67 
counties reported, is showing a 
38.3% increase in number of 
farms; a 243.7% gain in acreage, 
and 148.5% increase in average 
size per farm. Here again the 
“suburbanists” are claiming big 
things, pointing out that the fam- 
ily-size farms in this area, which 
produce 21.2% of the nation’s to- 
bacco, offer an atiractive profit at 
this time to those who want to go 
into farming. 

The wealth of information for 
specialists which may be found in 
the first Census since the war is 
untapped, and many government 


crease in number of farms has| people are pointing out that the 


been particularly marked in Con-| 
and | 


necticut, New Hampshire 


demand for the material which | 
has already been demonstrated in- | 
Rhode Island, in the heart of a|dicates how badly similar studies | 


Each of those | 
the part of factory| states showed an increase of more | 
of farms. | 
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in the manufacturing and busine 
fields are needed for reconversi 
Moreover, they say, the impx 


tance of the changes already 


tected show how difficult it w 


be to plan postwar business on ti 


basis of prewar figures now us: 
Manpower Hampers 


Those who have been condu 
ing the Census of Agriculture 
not minimize *he manpower d 
ficulties they have had to fa 
After a turnover of nearly 300 
in personnel, however, they a 
expecting the enumeration to 


completed within the next thr 


weeks, and preliminary 


returns 


by county to be well under wa; 


shortly. 
Currently, individual sheets a 


being released giving the numbe: 
of farms, total acreage under cu'- 


tivation, average size of 


farm, 


and livestock and crop data fv 


each county in the country. On! 


< 


a relatively few have so far been 


made available, but they will 
appearing at the rate of about 
a day soon. 


he 
we 


50 


In addition, the Census Bureau 


expects to start a far more con 
prehensive report for each count 


within the next two months, and 


Adverti 


ssue th 
omplet 
re 3,0 
rst of 
The 
jur-pa, 
ve tak 
Charact 
Farm ] 
‘Labor- 
Wages 


“Mortge 


fica 
Value 
Value ¢ 


Will S 


The 
ire ex] 
light oO 
from Cc 
‘hangin 
farms, | 
sive da 
ments k 
ber of 
various 
facilitie 
trucks, 
ning W 
niences. 

A sp 
questio! 
nation’s 


_——— 


P| s - 
ee | pe | 
| SCS | — 
ee = ; 
PT } 
_—— | 
/, Ly po 
YY / YY 
D> rn 
/ Uy f 
he Y 
ail Yj Vj I 
yy Y, 
Yf / Yi . 
Y; “G Wf | 
W, YY; ee | 
eck Nyy 4 : 
= 
| ” 
yy y | ~~ 
‘ _ PA . 
Wf | 
/; ER 
A lj Y Y . rq 
_ / H .) 
va Y 7 U/ f j i i 
BR, | pe ay 
+ C: is - ms f ial 
| os TH _aeNS: 
| ' P eS 
7 yy | \ pre OF caevit Nowe g a " 
4 ~ \ ge a . die sient Le _ a oo" om ‘ . "i 
‘ 4 \ 1, SERY {ck crevit \ ad j 
‘ « a (Number of months in Army eince Seprembe® \6, 1949.) ve fe a , 
% ; a | : ene a — aaa eet a atl _—— : 
‘ | " x 3, OV Rees? crevit \ \ aia 
; ‘4 a g Number of months served overses®) \ \ —_ 
| - \* compat crenit , 
\ (Number ol ec ormione and prone gervic® srars-) ie oe 
. ai — a age a — —_agpip Oe —_— ae | 
— | 4.P SRENTBON, creDIT \ PE 
4 . . (Number of pildre® yndet 13 year® oid.) = 
3 \ a ee eee atl —— aa sil ease = . me: 
Zz a certitied by eae — 3 ee 
¥ 
: . wD: ,.6:& eT + pRvic® RATING can! a 
ee em NO: »- AD \c bo ED he 7 + » 
? ‘ Se ._. 
ae “a ae St) Se. _ ie | 
: | 4 


Advertising Age, July 23, 1945 ° 35 
e ssue these at a rate sufficient to|}and national estimates on the Goodrich to Continue Church of England NBC Outlines Teie 
omplete the series for the en-|number of appliances such as 2 z e 
; re 3,097 counties by about the|radios, mechanical refrigerators,| Thor Distribution May Start Newspaper Coverage of V-E Day 
rst of the year. — ‘ | washing machines and kitchen The Hurley Machine division of As the latest step in its proposed NBC’s television coverage of 
The second series will be aj sinks with drains. Before the year | Flectric Household Utilities Cor-| entry into the publication field, V-E Day has been outlined in a 
1 ur-page multilith report with] is over the Census Bureau and the| poration, Chicago, has announced | the Church England is con-| booklet titled “May 8, 1945.” is- 
( ve tables giving “Farms, Farm | Bureau of Agricultural Economics | that B, F. Goodrich Company,| sidering the advisability of start-| sued by the network to clients. 
Characteristics, and Value of | hope to offer national figures of| Akron, will continue as a dis-|ing or taking over an established) stations and agencies. The bro- 
farm Products Sold or Used”;|this type based on a scientific | tributor of Thor products manu-| daily or weekly newspaper. The|chure describes the 14-hour un- 
‘Labor—Number of Employes,| sample of 391 counties. |factured by Hurley. publication would patterned | interrupted V-E Day telecast by 
Wages and Value of Product”; | ae | The Thor line, including Glad-j|after the style Christian | Station WBNT, New York, in- 
“Mortgage and Debt Characteris- | Heads Baker & Baker | irons, washing machines and dish-| Science Monitor France’s La} cluding crowd reactions, inter- 
tices”; “Tenure by Size, Color” and Karl E. H h has been| Washers, will be handled by /| Croix. views and devotional services. 
: Value of Products and Type and ise viel stele am g 2 all and | Geodrich through an approved) Church officials indicate that a i 
| Value of Products.” tbe ag oe ed Pincus | group of stores and dealers, with| shareholding company, with a 
cli € c Ss ’ | S es « ac . _ 5 5 4 i alka 4 . 
Will Show Appliance Ownership (agency, succeeding Horace R.| eee ee #8 Proce: | pectnges A sraitehane auliarics oye Joins Dancer-Fitzgerald 
re Baker, who becomes chairman of | , is approved Everett C. Bradley. formerly 
r The crop and acreage figures|the board. Mr. Humphrey has) ‘ ; account executive with Pedlar & 
y are expected to place additional| been with the agency since its in- KNET to Mutual Ryan and Compton Advertising 
light on the shift of population] corporation in 1933 and has been| NET, Palestine, Tex., operat-| Caples Elects Meyer has joined Dancer-Fitzgerald- 
al’ from country to city, and the|serving as executive vice-presi-| jing on 100 watts, 1450 ke., joined| Hudson F. Meyer. account ex-| Sample, Chicago, as account ex- 
b ‘hanging characteristics of the | dent. Lloyd W. Young has become | wyutual Broadcasting System July! ecutive in the New York office) ecutive on one of the Procter & 
l farms, In addition the reports will} a member of the organization. | 15, bringing the network’s total | of Caples Company, has been| Gamble products handled by the 
“8 sen lng coated psa — | nee meee ‘to 270 affiliates. KNET is owned| elected vice-president in charge | agency. 
I ments “OKe OW Ss y - > fant a ; e 
nly ber of farms in the county aaiee| Ralph Power Moves pide ingens Broadcasting Cor-| of that office. ma! 
en various amounts of machinery, Ralph L. Power, Advertising, | ; 
; 4 ‘Berson Appointed COLUMBIA 


be facilities such as roads, motor| Los Angeles, on Aug. 1 will move | : 
50 trucks, tractors, automobiles, Fun~ | to Suite 332, 407 I. N. Van Nuys ‘NOAB Elects Compton Ralph Berson, formerly with 
ning water and household conve-| building. New telephone will be! Richard Compton, president of John Irving Fields, New York 
aU niences. | Madison 4221. On the same date | Compton Advertising, New York, | public relations counsel, has been 
m- A special supplemental list of| it will open a direct mail division | has been elected a director of the| appointed director of advertising 
nty questions for about 6% of the|at 767 Castelar St., telephone | National Outdoor Advertising|and public relations of Cosmo- 
and nation’s farms will provide state | Mutual S277. 


NETWORK 


| Bureau. | politan Records, Inc., New York. 
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of those with many service credits. Paper will stay at war until the 


last man comes home, then it, too, will return to the greater task of 


STATION. 


DAY and NIGHT 


q serving an industrious, peaceful people, working for world prosperity. 
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Stoddard Joins Gibson 


Robert H. Stoddard, formerly 
sales manager of the Chicago di- 


vision of Butler Brothers, and as-| 


sistant general manager of its St. 
Louis division, has joined Gibson 
Art Company, Cincinnati, as vice- 
president and director of sales. 


Britain Starts New 
Anti-Diphtheria Drive 


Encouraged by a previous anti- 
diphtheria campaign which result- 
ed in the immunization of 5,000,000 
British children, the Ministry of 
Health has launched a new drive, 
with an additional 3,000,000 im- 
munizations as the goal. 

Advertisements are to appear 


principally in weekly newspapers, 
magazines and other periodicals. 
In addition, 6,000 posters will be 
displayed and radio talks, 
films and leaflets will be used. 


‘Hanyen Rejoins ‘Charm’ 

George Hanyen has resumed his 
duties on the Charm advertising 
| staff after seven months’ leave of 
absence to work with the WPB 
printing and publishing division in 
Washington. 


WKKEC Promotes Press 

Carl Press, with WKRC, Cin- 
cinnati, for the past two and a 
half years, has been appointed 
director of publicity and adver- 
tising for the station. 


short | 


Photographers Merge 
Edward Rinker and Bielefeld, 

Haag & Associates, Inc., have be- 

come affiliated and 


| Wacker Dr., Chicago 1. 
studio will 
illustration in color and black and 
white. The Bielefeld Studios’ sales 
organization and 40th floor exhibi- 
tion room will serve ‘both firms. 


Bendix Appoints Linville 
W. F. Linville, with the sales 


| 1937, has been appointed sales 


| manager. 


A PROSPERO 


OF OVER 200, 


US, 
ACTIVE MARKET 


000 ath - 


1. Retail Sales Exceeding $100,000,000 
2. Bank Deposits Of More Than $151,000,000 


3. Diversified Industries For Prosperity After 
Final Victory. 


Kemember The Times-Democrat are essential if you don’t want 
to miss the largest and wealthiest of the Tri-Cities and the shopping 
heart of the entire trading area. Remember, too, that only the Times- 
Democrat have substantial home-delivered circulation in all three 
cities and the surrounding rural areas of both Iowa and Illinois. Last 
year advertisers bought 8,078,126 sales-producing lines in The Times- 


Democrat. Figures like 


ROCK ILL. 


ISLAND, 


this mean something! 


DAVENPORT, IOWA 


MOLINE, ILL, 


will operate | 
a new studio on the ground floor | 
of the Pure Oil building, 35 E. | 
The new | 
handle photographic | 


department of Bendix Home Ap- 
pliances, South Bend, Ind., since | 


| 


/Commerce Ready to 
Launch Information Drive 


Washington, July 19.—In the 
| coming months, the revitalized 
| Department of Commerce is likely 
'to embark on a program to edu- 
cate increasing numbers of busi- 
ness men in the use of business 
statistics, and incidentally, to en- 
courage these “converts” to get 
their basic marketing data from 
Department of Commerce offices. 

Behind this drive is a feeling 
held by a number of the depart- 
ment’s newcomers that business 
men should be able to get infor- 
mation directly from Commerce, 
| without paying the fees of re- 
search organizations which, in 
many cases, it is said, are merely 
working with data obtained from 
the government. 

While many staff members feel 
that Commerce can never provide 
the special services that research 
organizations offer, the plan is 
| sufficiently popular so that Bruce 
| atnom, the new director of in- 
|formation, and Don Burgess, his 
|assistant, are collecting sugges- 
tions for revamping Commerce 
| publications. Whether existing 
|ones can be adapted to the needs 
of less technical readers, or 
whether new ones are needed, has 
not been decided. 
| Under Secretary Alfred Schin- 
dler, newly arrived from his post 
jas sales manager of Ralston- 
| Purina, stoutly advocates steps 
| to introduce more business men 
|to the wealth of data that Com- 
| merce has on file. What he will 
finally do to promote the project 
is unsettled, but currently he is 
| wrestling with the idea of “hir- 
| ing” an experienced adman from 
industry to work out a program 
|for ‘selling’ Commerce services 
to business. 


| 


* e 

Memo: OWI, supposedly a con- 
centration point for public rela- 
tions and advertising men in 
government, probably has_ the 
most inept public relations in 
town. Year after year, the do- 
mestic branch goes before Con- 
gress and fails to tell its story, 
surviving on the testimonial of 
the War Advertising Council, or 
because it is overlooked in the 
debate on the overseas branch. 

Tragedy is that OWI domestic 
branch has a good story to tell. 
Operating on a shoestring finan- 
cially, its graphics bureau con- 
trols $15,000,000 worth of media 
space; its motion picture bureau 
nearly as much; its radio bureau 
far more. Not only does it mobi- 
lize media behind war programs, 
but in many cases it enables media 
to make a profit while cooperating. 


By STANLEY E. COHEN, Washington Editor 
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early reckoning shows daily pape who: 
have already sold $250,000 wort Sept 
of space for that campaign. there 
Note: OWI’s prospects we the 
so dark for awhile that Council mens 
Ted Repplier was surveying sal- sione 
vage possibilities if Congress cut seem 
off funds. 7 
a B oo Neo 
Problem: Uncle Sam now- cuts 
knows what national merchan- news 
disers mean when tiiey say that hen 
the shortage of newsprint may seco! 
handicap reconversion sales op- publ. 
erations, for RFC has been ex- “abr: 
periencing a considerable number tno 
of refusals in its efforts to place cove! 
newspaper ads for surplus wi: with 
goods. One RFC adman estimated spict 
that refusals for a large nation- 
wide effort may reach 40%. Bu 


* co * 


Foresight: With allied fleets 
having their own way off the coast 
of Japan, Treasury and War Ac- 
vertising Council people who met 
this week to break ground on the 
8th War Loan are having their 
troubles. The 8th is tentatively 
scheduled for November, but what 
kind of copy should the council 
suggest? 


aK ok 
Problem: With Congress _ rac- 
ing toward a long recess, it seemed 
nip and tuck this week whether 
the Senate would get around to 
approving the nomination of Cas- 
per Ooms of Chicago, to succeed 
Conway P. Coe as Commissioner 
of Patents. Unless the Senate gives 
its OK, no patents can be issued. 
a % 1 


* 


2 


Plutocrat: One of the govy- 
ernment’s best paid employes, it 
would seem, is C. A. Heiss, re- | 
tired A.T.&T. comptroller, who is 
reported to be receiving $20,000 
a year as a specialist drawing 
up the Post Office cost ascertain- 
ment plan calling for increases in 
second, third and fourth class 
postage rates. Supreme Court 
justices get more, but if the re- 
port is true, Mr. Heiss is paid 
more than Congressmen, cabinet 
officers, generals or admirals. 

* * * 


Scramble: You no longer 
have to be essential to try for 
an unused 1942 automobile, OPA 
says, but to get a 1945 model dur- 
ing the next few months, you are 
supposed to be a fire-fighting offi- 
cial, law enforcement or public 
health officer, mailman, physician, 
surgeon, licensed veterinarian, 
minister, member of the armed 
forces or state military official 
and then for official business on!) 
WPB auto czar Henry Nelson 
thinks it will be first come, firs! 
served after Jan. 1, but there hi 


o 
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cials to use the long distance tele- 
phone, or mail, and to stop 
scheduling group meetings either 
in Washington or elsewhere. Wish 
him luck, but don’t expect any 
results. 
* * & 
Uncertainty: 


man took office, that the spec- 


- ulating has penetrated even to the 
FTC, where it is open season on 
A Commissioner Robert E. Freer, 


whose seven-year term expires in 
September. So far as we can see, 
there is no reason to believe that 
the Republicans will not recom- 


1 mend reappointment of Commis- 

Al sioner Freer. The real question 

Ul seems to be whether he wants it. 
* * * 

Notes: Because of budget 


cuts, OWI can no longer provide 
wll newspapers with reports of enemy 
broadcasts. . . FTC announces a 


aly second stipulation from a book 
” publisher involving the word 
X= “abridged.” FTC wants the word 
er to appear on the title page and 
ae cover “in immediate connection 
ig with the title, and in clear con-| 
“+ spicuous type.” 
]- oh OK + 


Bust: When 150 Kentucky re- 


a vital advertising market 


nroe a 

offi- place for the following types 
pa of products and services— 
al 


TRANSPORTATION, DISTRIBUTION 
and WAREHOUSING 


a 
TRANSPORTATION EQUIPMENT 


. 
HANDLING and LOADING 
EQUIPMENT 


e 
PACKING and SHIPPING MATERIALS 


. 
FREIGHT IDENTIFICATION SUPPLIES 


» other single 100% pre- 
p.id (ABC-ABP) publication 


© fers this concentrated market. 


Write today for more detailed 


information and sample copies. 


AFFIC WORLD 


(WEEKLY) 


CHICAGO 7, ILLINOIS 
418 SO. MARKET ST. 


7 
NEW YORK !7, N. Y. 
122 EAST 42nd STREET 


So many heads| 
have fallen since President Tru-| 


‘ 


tail grocers and their trade asso-| to coerce any seller into the adop- 


ciation banded together to force| tion of any price, sale or distribu- 


two Cincinnati bakers to reduce| tion policy.” 
prices or secure a modification of 
the government order prohibiting 


es £ «6 


Test: 


For the first time, Cen- 
bakers from accepting return of| sus Bureau hopes to have a com-| ay, o\ A 
“stale” bread, they were able to! plete picture of plantation opera- locally needed. 
exert sufficient economic pressure tions in the South, as a result of | 


37 


seep back into construction, : - 
wholesale, and McKinnon Shifts Two 


service industries, the War Man- 
power Commission reports, on the | pointed 
basis of 952,098 job placements in} McKinnon 
May, but 85% were “essential” or | Catharines, 


retail trade and 

Ralph H. Switzer has been ap- 
assistant sales manager, 
Industries Ltd., St. 
Ont., succeeding 
Charles S. Lowe, promoted to 
sales manager. 


so that the two bakeries lost 120) the 1945 Census of Agriculture.| Renaqmes Division 


customers, while their two com-| Previous agricultural 
petitors gained approximately the| Sometimes were 
same amount in sales. The un-| Cause  sharecroppers and 
happy ending, for the grocers,| Plantation units were 
however, is in an FTC finding | Separately. 
ordering an end to “any agree-| 
ment, combination or conspiracy | 


* * * 


censues 
inaccurate be-| Richmond, has changed the name 
other | of its 


recorded | 


Company, Cockfield, Brown Elects 


Eric Choyce and A. M., Griffith, 
aluminum powder and paste} account executives in the Toronto 


Reynolds Metals 


division to the pigment division.| and Montreal offices, respectively, 
Headquarters are at 19 E. 47 St.,| of Cockfield, Brown & Co., have 
|New York, with the factory at} been elected to the agency’s board 
Trend: Labor is beginning to! Louisville, Ky. 


of directors. 


HE 


N TUESDAY afternoon, September 22, 
1931, Free Press Staff Writer, James S. Pooler 
stood on a Woodward Avenue corner covering 
the greatest parade in American history—the 
parade of the American Legion, 100,000 strong, 


eight hours long, watched by a million. 


With four other staff men, including Douglas 
Martin, now Managing Editor, “Jimmy” had been 
assigned to write the story of this great parade 
against press time, a tough assignment in a line 
of march extending for miles. But later that story 
chock full of the kaleidoscopic brilliance of the 
event won the Pulitzer Award for “the best piece 


of newspaper reporting of the year.” 


In January, 1943, Jimmy became mightily 
aroused when 
Detroit soldiers killed in action were being penal- 
ized for their husbands’ heroism by levying income 
taxes on their estates. What he wrote—and it was 
filled with fire—aroused the nation to the point 
where Congress enacted legislation prohibiting 
such action. Later that same year, he embarked 


upon a one man crusade against juvenile delin- 


he learned that the widows of 


*JAMES S. POOLER | 


FREE PRESS 
STAFF WRITER 


quency, setting the state “by the ears’”’ and bring- 
ing about concerted remedial action by official- 


dom in high quarters. 


“Jimmy”’ Pooler has been writing stories like 
these for Free Press readers since 1923. He is 
equally brilliant in reporting “times that try men’s 
souls”, or in describing with his sly. waggish, 
humor-filled prose the trials of the women of 


1945 with their rubberless girdles. 


James S. Pooler is one of the galaxy of men 
and women whose talents and love for their work 
are joined daily in making The Detroit Free Press 


best-read, best-liked, most wanted in Michigan. 


Che Detroit Free Press 


JOHN 5S, 


KNIGHT, 


PUBLISHER 


“A DYNAMIC PAPER SERVING DYNAMIC DETROIT” 
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AWARDED BY (OLUPBEA UNIVERSITY 
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HE DETRONT FREE PRECS 


"For the most disinterested and meritorious publi seru- 


we rendered by any American newspaper during the year 


1944.” Pulitzer Medal Award to The Detroit Free Press. 
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‘Gosh-Awtully Naive,’ 
Is Label for FEPC Edit 


To the Editor: 
to see your editorial columns wan- 
dering into such a touchy field 
as fair employment practices. But 
I’d like to ask how and why a 
usually hard-headed commentator 
like yourself can get so gosh- 
awfully naive about a dynamite- 
loaded topic like this one. 

I guess I’m one of those “well 
meaning representatives of minor- 
ity groups” whom you write off 
as “doing a disservice” to their 
own cause. Anyway, I’m a sort of 
public relations counsel to the 
city’s No. 1 inter-racial organiza- 
tion, and I’ve had my feet wet 
clear up to my neck for quite 
some years. May I therefore raise 


a few questions—all based on 
your editorial? 
You say, “The only safe rule 


It’s interesting | 


| 


|gram as a substitute for neces- 


NT 


This department is a reader’s forum. Letters are welcome. 


for any business is to employ and; 
advance on merit.” Obviously | 
right! But isn’t that where the} 
whole trouble begins? If Negroes, 
for example, actually were ‘“em- 
ployed and advanced on merit,’ 
no one would even be thinking 
about a Fair Employment Prac- 
tices Act. How in the world can 
you blithely wave aside the ter- 
rific pattern of discrimination and 
segregation which now exists? 
You say, “If there is racial 
prejudice ... the task is to edu- 
cate the majority, not to compel 
acceptance.” I have been spending 
a lot of time, for quite a few years, 
trying to help do just that. It is 
an excellent idea, but just about 
the toughest educational job any- 
one could conceive. Of course 
such efforts are desirable. But to 
set up any such long range pro- 


sary immediate action is certainly 


a naive concept, at best. 

It seems mighty strange, too, to 
have a research-minded organiza- 
tion like ADVERTISING AGE say 
that forced acceptance of proper 
employment standards just doesn’t 
work. It would take only a very 
little research, right here in Chi- 
cago, to show that it does work 


beautifully. 
Force, as embodied in the war- 
time manpower shortage, and 


force, as embodied in FEPC ac- 
tivities during the war, has been 
outstandingly successful. Success- 
ful particularly in the sense that 
plants which began to employ 
Negroes because they couldn’t 
help themselves have gone on to 
learn that nearly all those an- 
ticipated difficulties just didn’t 
materialize. There are exceptions, 
of course, but where the situation 
has been intelligently handled, the 
record is almost unanimously 


PORCUS 


29INCH HITS FOR SALESMEN! 


Secretary: Wait a minute, little man, you can’t go in 


there. He’s busy. 


Porcus: I know it ... he’s in the act of turning down a 
plan for developing postwar business because he can’t 
hire enough salesmen to merchandise it. I want to show 
him how he can merchandise it in one of his first 20 
markets —lowa—without adding a nickel to his budget 
or to his payroll. 


Porcus: He ought to consider the possibility 


of starting now in the Des Moines Sunday 
Register. Then his campaign will be self-mer- 
chandising. Because he’ll cover not only 70% 
of the state’s urban consumers, but better than 
70% of its urban retailers and wholesalers. 


Covered 
by 


A STATE-WIDE 


President: Porcus, what you say has possibili- 
ties. I'll check it. 


Porcus: Do! Have your agency check it. Have 
your own research man check it! And have your 
sales manager check Iowa’s postwar potential. 
You'll find Iowa is first from the standpoint 
of stabilized buying power. And stabilized 
buying power is what’s going to count in the 
coming months of readjustment. 


ee 


PRESIDEN 


Metropolitan lowa- 
THE DES MOINES REGISTER ann [TRIBUNE 


URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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favorable. Probably the greatest 
educational job ever done in the 
field of race relations has been the 
very simple one of letting millions 
of white workers find out for 
themselves, by direct daily con- 
tact, that Negroes are human be- 
ings and mighty likeable ones, at 
that. 

You say, “Most employers are 
working toward the goal of jus- 
tice to all.” Will you please tell 
me how I can translate that phrase 
to some of my very capable Negro 
friends who are looking forward 
to the end of the war with one 
thought always uppermost in their 
minds—the good old rule of “last 
hired and first fired.” 


SARAKA 


When business men try to dis- ow ererrtis 
pose of this problem with a wave ae 
of the hand and a few pat phrases, EX Saal 
they are only kidding themselves 
and side-stepping their basic re-| EMPHASIS—Several AA readers 


sponsibilities. I’m sure ADVERTIS- 
ING AGE is not one of those who 
are covering up a lot of vicious 
prejudice with those same pat 
phrases—but you certainly are 
giving aid and comfort to those 
who do. 

So, may I ask that you go back 
to your own statement that “the 
only safe rule for any business 
is to employ and advance on 
merit”—and then tell us what 
methods short of legislative com- 
pulsion—or worse—will serve to 
correct present evils and head off 
the terrific mass tragedy which 
lies just ahead for so many mil- 
lions of perfectly good American 


point out the play Parade's makeup 

man gave to toes in a recent issue, 

which gave the Saraka dancer top 
billing. 


not on the part of the agency or 
publishers of Parade .I do not 
know, but I think it is clever just 
the same. 
ROBERT YUNGER, 
Promotion Manager, News- 
paper Advertising Service, 
Madison, Wis. 


To the Editor: 
is on Toes! 
It just so happened this adver- 


The Emphasis 


citizens? H. B. Law, tisement for Saraka was placed 
H. B. Law, Advertising, Chi- on Page 13, in the July 8 issue of 
cago. Parade. And if my calculations 
vvegy are correct, and assuming there 


are 712 lines to the page, 636 lines 


D.A.V. Urges Permanent 
Employment Flag 


To the Editor: The story about 
|the Philadelphia Evening Bul- 
| letin’s employment flag in a recent 
issue, and a letter in your depart- 
|ment on July 9 claiming a first 
|for flying the employment flag, 
| prompts me to point out that such 
|a flag was first proposed by the 
| Disabled American Veterans. The 
|D.A.V. has since that time con- 
ducted a nationwide campaign 


the flag, and industry and busi- 
ness to fly it. 
The flag idea was first proposed 


Neb., on Oct. 17 when, in an ad- 
proposed the display of a special 
turned veterans employed by 
business and manufacturing con- 
cerns. The suggestion received 
newspaper attention then, 
peated the flag proposal at Buf- 
falo, N. Y. The Associated Press 


New York Times carried 
their news columns. 


urging flag manufacturers to make |, 2 . : 
in Men’s Toiletries Field 


at the 1944 convention of the) 


are devoted to the pedal extremi- 
ties. Who’s kicking? 
ALLEN THRASHER, 
Account Executive, The Ralph 
H. Jones Company, Cincin- 
nati, O. 


To the Editor: The makeup man 
again plays into an advertiser’s 
hands, 

ORVILLE E. REED, 
Howell, Mich. 


, FF F 


Courtley Claims Priority 


To the Editor: We read with 
great interest the front page arti- 


| cle on men’s toiletries in the June 


American war dads at Omaha, | 


. | Needless 
dress before that convention, I} 


flag designating the number of re- | 


| 


and | one 
less than two weeks later I re-| and not the company you named, 
carried the story on its wires on| with appreciable distribution and 


Oct. 29 and such papers as the) some advertising since the early 
it In| autumn of 1938, almost a year be- 


At the war dads’ convention I| 


25 of ADVERTISING AGE. 
to say, we were de- 
lighted to see our client, Courtley 
Men’s Toiletries, listed as among 
the first five. 

We wish to thank you sincerely 
for this recognition and beg your 
indulgence in allowing us to make 
slight correction: Courtley, 


issue 


has priority in the men’s toiletries 
field, having been in operation 


fore the one you mentioned. _ 
Also, inasmuch as your publica- 


said, “Business and industry have | tion is always on the alert for dif- 
been flying a star-studded service | ferent packaging ideas, you will 
| flag showing the number of em-| be interested to know that Court- 
ployes who have gone into the) ley is the only line whose refill- 
armed forces. I think that busi- able containers are made of gen- 
ness and industry should be just| yine porcelain and not pottery. 
as proud to fly special flags indi-| Furthermore, as far as we know, 
cating the number of returned} Courtley is the only line that se- 
World War II veterans employed. | jects its dealers with care, grant- 
This flag should be proudly dis-| jing exclusive distribution to the 
played by industry.” | better stores in each community. 
Last spring the War Depart-| It might also be interesting to 
ment authorized the use of the! note Courtley’s advertising budget 


honorable discharge emblem on 
an employment flag. The emblem 
is gold on a white background, 
with the flag edged in blue. 


the type of flag now being flown 
by the Evening Bulletin, which 
would become obsolete after V-J 
Day. The D.A.V. feels that 


most certainly in the | 
| period for business and industry 


| veterans on their payrolls. 


VIVIAN D. CORBLY, 
National Adjutant, Disabled 
American Veterans, Cincin- 
nati, O. 

= FF F¥ 


‘Parade’ Makeup 
Toes the Mark 


To the Editor: 
I think is an 
ager’s dream. 


Enclosed is what 
advertising man-| many times a day—‘How man} 


We do not advocate the use of | 


it | , 
means much more at this time and | educational 
postwar | foods 


for 1946, planned at between 
$200,000 and $250,000. 
G. F. GLASSER, 
Glasser-Gailey & Co., Los An- 
geles. 
| 


| . . 
Grocer Likes Labeling 

To the Editor: Your article on 
labeling of canned 
(June 11) appealed to me 
as a grocer because in my 27 years 


to show the number of returned | behind the counter I have found 


that information of this type car 
be useful to the clerk as well a 
the customer. 
| It may interest national mer- 
| chandisers and canners to knov 
| that labels of this type enable th: 
| grocery clerk— who so often |! 
|only an order taker—to become | 
salesman in his own right, provid 
ing helpful answers to the ques 
tions that are directed at him s 


| will this serve?” or “Can I ust 


As you will note, Saraka got| these tomatoes for spaghetti?” 


perfect position 


and tie-in with 


the feature which ran in the July 


8 Parade Magazine. 


I am aware of the fact that the 
so-called grade labeling issue in- 
volves considerable controvers) 


Whether this was intentional or | for those who feel that it weaken 


Adver 


the va 
perien 
ment 
an un 
too of 
brand 
known 
cerns | 
tain a 

The 
to me, 
canne! 
tion fi 
abled | 
to thi 
many 


Still | 
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the value of brand names, My ex- 
perience shows that the argu- 
ment can be turned around, for 
an uninformed grocery clerk all 
too often can pass off a “gyp” 
brand as readily as the nationally 
known product, marketed by con- 
cerns that take such care to main- 
tain a good name. 

The educational label, it seems 
to me, will pay dividends to the 
canner in the form of apprecia- 
tion from the grocer who is en- 
abled to provide additional service 
to the housewife, resulting in 
many extra sales. 

HARRY COHEN, 
Silver Springs, Md. 


Still at the Helm 


To the Editor: I was somewhat 
shocked to read in your July 9 
issue that I had resigned as vice- 
president and a member of the 
board of directors of our agency. 

As Mark Twain once said, “The 
reports of my death are greatly 
exaggerated.” I am still very 
much in the flesh as far as this 
agency is concerned, and hope to 
continue to be one of the active 
members of this organization for 
quite some time. 

What you should have said was 


that I have resigned as vice-presi- 
dent and a member of the board 
of directors of C. W. Abbott & Co., 
the same to take effect Sept. 1, 
on which date the Theodore A. 
Newhoff Advertising Agency also 
resigns the advertising account, 
THEODORE A. NEWHOFF, 
Theodore A. Newhoff Adver- 
tising Agency, Baltimore. 
+. FF 


‘AA’ Turns Them Down 


To the Editor: As a subscriber 
to your worthy publication, and 
one who believes in the tenets of 
democracy, I would like to go on 
record as being strongly opposed 
to your accepting at any time such 
advertising which requests a job 
applicant to state nationality or 
religion, 

EDWARD BRAND, 

Brand & Brand, Publishers’ 

Representative, Los Angeles. 

[Editor’s Note: ADVERTISING 
AcE has for years followed the 
recommendations of the various 
organizations interested in elimi- 
nating nationality and _ religious 
specifications in help wanted ad- 
vertising, and will not accept ad- 
vertisements which specify a par- 
ticular nationality or religion.] 
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Spot announcements become “programs” with 


Learn how The 


Atlanta Journal helps you 
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Breads take a 
SWEET TURN 


By Grace Hartley 


IOURNAL FOOD EDITOR 


PLAIN ICING 


Add 4 tablesp. arm sugar to make 
‘ a { 


Full page, 4-color, 


Atlanta Journal Sunday Magazine 


= folks drooling for something 
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Ronny Mansfield. He sets the stage for your day-time 
spot with sentimental songs and charming patter that 
women thrill to,and then he graciously comments on 


good to eat and they respond more readily 


With a full page 


to food advertising. 


eeere ne eveeoeoee*e_esveeoweonegeo@egesd ®@ 


your product. Spot announcements have personality 
with Ronny Mansfield. 


Ronny is big time. His voice has been featured 
on many important night-time programs from coast- 
to-coast. In addition, he has been a featured singer with 
famous night clubs throughout America. That’s why 
he’s different from the “ 
Ask about rates (they’re less than you think.) 


run of the mill” participations. 


KFI .. NBC for tos ancetes 


50,000 WATTS + CLEAR CHANNEL + 640 KILOCYCLES 


ECWARD C. PETRY AND COMPANY, 


Shente ©. Grating. Mn 


INC., NATIONAL REPRESENTATIVES 


SOUTH'S LARGEST 


CIRCULATION 


(usually 4-color) every Sunday in The 
Atlanta Journal Magazine and daily space 
fwice weekly. Grace 


Hartley , 


oul food editor. 


whets whopping appetites. 


The Atlanta Zournal 
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Names Goldman 

I. A. Goldman & Co., Baltimore 
and Philadelphia, has been ap- 
pointed to handle the advertising 
account of S. Korff & Son, Phila- 
delphia, manufacturing jeweler. 


Hathaway to Humphrey 


Hathaway Mfg. Company, New| 


Bedford, Mass., and New York, 
has appointed the New York office 
of H. B. Humphrey Company to 
handle advertising. 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area. 


AND LASALLE STREET JOURNAL 


series of recollections. 


I did not promise to be chrono- 


logical in my recollections because | 


I find that I jumped from 
writer to head of research. 
‘skipped my years as copy chief. 
| Interesting 
| years, too. The 
| skip should not 
lsurprise the 
reader, how- 
ever, because I 
have reported 
ithat I re- 
| searched on my 
/own while still 
|just a mere 
|copy writer. 
| When, after 
1/20 months of 
|writing copy 
for George Batten Company, I 
was put in charge of the depart- 
| ment one of the men asked an; 


H. C. Briney 


Recollections... V 


Recently retired after 34 years in advertising, mostly 
in agency work, Mr. Briney recalls some interesting oc- 
currences and outlines his advertising philosophy in this 


BY H. C. BRINEY 
It is well that, in the beginning, ; other—‘‘On what merit?” I, 


too, 
wondered. 
A few years later had I my- 


copy |self been asked the question I 
I| would have quoted another man 


‘in the department who remarked, 


i“You are no better copy writer 


| than I am but do make a damned 


sight better copy chief than I 
would. You have the ability to 
see, in an advertisement, merit 


ithat you, yourself, did not put in 


it. 
Tried to Help Writers 


Perhaps that was one reason 
why I merited the position. An- 
other reason I believe was that 
I tried to help the writers put 
merit into their work. Notice 
please, any young writer with his 
eyes on the chief’s chair. I did 
not say I tried to put merit into 
their work but to help them put 


pective home « 


) 


“BUILDING > 


Ee a. 


UPPLY 


Declere, Not The 


ta 


As up-to-date and progressive as any department store is Long-Bell Lumber Co., 
= Longview, Wash.,"‘department store for the home.”’ Here is the spot where pros- 
wners and remodelers will come to do their postwar purchasing 
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ade 12.391° dealers teed and 
BUILDING 
tokeyemp . 
extra readers Per issue! 


ond 
Bs i 


EADERS fae 


EXTRAR 


their copies of _ 
SUPPLY NEWS 


~ 


it there. And to put it there with- 
out exhaustive effort. A copy 
writer should not be compelled 
|to wear himself out. 

One angle of my helpfulness 
was to consider, when giving a 
writer a 
ability to understand and to adapt 
himself and his work to the pe- 
|culiarities of the account execu- 
tive and the idiosyncracies of the 
client for whom the work was to 
be done. 


In on Conferences 


To help him do this I had the 
writer sit in, whenever possible, 
on any discussion of the adver- 
tiser’s problem. I did not come 
back from a meeting of the Big 
Three—advertiser, account execu- 
tive and copy chief—and tell the 
writer what had been decided and 
what he was to do. He was in on 
the determination of the policy. 
Then I helped him in his accumu- 
lation of data, if new and more 
data were needed. Finally, I ap- 
proved and passed along his work 
as he produced it unless I caught 
some error in fact or what I con- 
sidered a possible error in judg- 
ment. Possible errors in judgment 
I discussed with the writer and 
in perhaps half of the instances 
I accepted his judgment. 

In the meanwhile I had, if I 
thought it worth while, sort of 
“sold” the account executive on 
what he was going to receive and 
if, after receiving the work, he 
proved obdurate I went to bat for 
the writer and his work. After all 
it was partially my work, too, and 
I also had “pride in its creation.” 
I hope I am making it clear that 
I was not a copy dictator and not 
/merely a chief clerk. 


Couldn’t Write All 


As copy chief I passed many 
headlines and even entire adver- 
|tisements that I could not will- 
|ingly have written. Some were 
|too clever, some were too senti- 
;}mental, some were too snobbish 
‘for me. I just tried to keep in 
|mind the market to be reached 
|and influenced. With the market 

however, if I 


/in mind I doubt, 
could have approved for any of 


“production order,” his | 
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|our beauty preparations a head- 
‘line referring to “America’s 
|youngest duchess.” That’s being 
snobbish at the expense of ac- 
curacy and of truth. To use an 
advertising word probably popu- 
larized by the feminine touch of 
women copy writers the headline 
did “intrigue” me because I was 
not until then aware that we had 
“American duchesses’” young 01 
old. So I read on to learn that 
this was merely one of America’s 
newly rich, smart set who had 
married a “French duke.” 


Department Functioned Well 


From three sources came evi- 
dence that the copy department 
was functioning rather well. 

The writers were pleased with 
the more frequent approval of 
their work as originally done 
Years after I had left, one told 
me he never had done better 
work, never had done as much 
work and never had done it as 
easily as while I had charge of 
the department. 

Then from commentators and 
self-appointed critics of advertis- 
ing came commendation of the 
“versatility” of our creative de- 
partment. There was no recog- 
nizable standardized style. The 
advertising for the different prod- 
ucts seemed particularly well 
suited to the individual products. 
There was no set formula because 
the work was not dominated by 
one man. 


Ad Writing Cost Declines 


The third source of evidence 
was our accounting department. 
We had a cost-of-copy-per-piece 
estimating system. This cost of 
writing advertisements was. af- 
fected, of course, by the number 
of advertisements rejected and 
done over by the writer as well 
as by the number originally pro- 
duced. 

At the end of my first year the 
accounting department said that 
the cost of producing the adver- 
tisements used in the business we 
placed had been reduced by such 
an amount for the year that I had 
worked there for less than noth- 
ing. A rather neat way to ex- 
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) in the advertising business when 
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press it! 
I liked being copy chief. It| 
oadened my education. I had | 
become informed on all ac-| 
unts and not just on those I 
as writing. I had also to learn 
get along with all our account 
executives and clients. 


Becomes a Research 


Along with my work as copy 
hief I continued to write some 
ypy and to do some research. 
\fter a few years of this broaden- 
ing process I was considered, I 
uppose, a suitable person to start 
nd head a research department. 
Chis was, I believe, in 1915. 

Plan departments came into ad- 
vertising agencies pretty close 
upon the heels of research de- 
partments and when, about 1916, 
| was designated as a member of 
our plan department I became, I’d 
say, “fully employed.” 

Along with my work in the plan 
department I directed the research 
department and kept my hand in 
at writing copy, intermittently. 
Here I shall remark that when 
one writes advertising intermit- 
tently he has almost to learn 
again and again how to write 
copy. No matter how many re- 
visions I made mentally before I 
put my first advertisement of a 
campaign on paper I often threw 
away that first advertisement. I 
found that I had written my way 
into the subject. Oftener, I de- 
leted first paragraphs which 
seemed upon critical reading to 
be introductory paragraphs to the 


| standing of the publisher’s 


real advertisement. 
Moves to Chicago | 


To a number of copy writers I | 
have, since then, mentioned my 
and they later have} 


in advertisement by throwing out | 
he first paragraph. 

I thought I finally was all set 
in George Batten Company and 


it was decided that the Chicago 
office account executives needed 
the help of a Jack-of-all-trades 
and I was “elected.” 
I objected until Mr. Batten said 
could go either to Chicago or to 
treasurer for my final pay 
check. I went to Chicago, in 1917. 
No one, I believe, would have left 
an organization headed by George 
Batten for any differences  be- 
tween New York and Chicago. 


Gets His Final “Degree” 


Being on hand to render such | 
immediately needed service as I | 
could to midwest accounts did | 
not require all my time so I| 
helped in the office’s promotion | 
work and called on prospects. 

| 


When I had landed an account 
or two I was granted the last ad- 
vertising degree I was to earn, | 
that of A. E. 

Having become an account ex- 
ecutive, I became subject to soli- 
citation by publishers’ represen- 
tatives and from them I learned 

uch of the third side of the tri- 
angle of advertising — advertiser, 
agency and publisher. 

When I had gained real under- 


| 
| 
| 
| 
| 
| 


— 


COLLINS, Hier 
HUTCHINGS 


PHOTO-ENGRA VERS. 


part in 
advertising I felt that I could 
|select media intelligently as well 
as solicit accounts for the agency 
and help plan the sales and ad- 
vertising strategy of clients along 
with outlining market surveys, 
writing copy, counseling on art 
and typography, buying printing, 
CU. ss 

Well, had I again heard Elbert 
Hubbard make his remark that 
he probably knew as much about 
advertising as any man I would 
have yawned, “Oh, yeah?” 
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classified advertising manager of 
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A NEW 


Holland’s 


fills the 


Holland's adds the extra margin that fills the gap in 
your advertising in the South. For, whether you use 
leading general magazines, leading women's maga- 
zines, or leading magazines in the shelter group — 
your ad will lack from 14% to 30% of the coverage 
you get throughout the rest of the nation—unless 
you use Holland's! But ADD Holland's, and in every 
case your coverage of the South jumps to more than 


100% of the national average. Here's how Hol- 


land's fills the gap. 


ORLD O 


OF” INDUSTRIES 


© TODAY’S Yeu 


soutH. 


The South’s oil and gas industry is a 
' , j huge magnet attracting new indus- 

tries, new factories and new wealth to this 

land of opportunity. Producing over 60% 

of the country’s crude oil and over 75% of 
the natural gas, the South also has more than half of the known 
oil reserves in the United States. From them will come not 
only lubricants and fuel, but the basic raw material for miracle- 
y a p! working plastics, synthetic rubber and myriads of by-prod- 
ucts. Creating new jobs and new buying power, these mighty 
industries will give the South industrial and economic poten- 
tialities that are breath-taking. New jobs and new wealth mean 
.for Holland's 


is primarily a home magazine, devoted to the particular needs 


more homes—and into them will go Holland’s.. 


of the South. Plan now to reach the great Southern market 


with Holland’s—the magazine of today’s new South! 


rag Peete 


207 North Michipan Avenue 
Chicago 1, Hlinois 
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Park Scene near Honolulu 


BEHIND THIS HAWAIIAN SCENE... 


...is a promising picture for those 


who sell COSMETICS and TOILETRIES 


Feminine vanity... masculine pride in good grooming... 
just what you’d expect in beauty-loving, fastidious Hawaii. 
In this smart center, Islanders consistently choose nationally 
known cosmetics and toiletries to help them maintain “top 
to toe” attractiveness. 


An inviting picture, to be sure! But the highlights of the 
picture lie in Hawaii’s amazing growth — in Hawaii's tre- 
mendous buying power. 

Today the civilian population in Hawaii has reached half 
a million with nearly 65 percent concentrated in Honolulu 
City and County. During 1944 the civilian population to- 
gether with the Armed Forces, whose number is a military 
secret. spent $389.000,000 on retail purchases. This repre- 


If you need help in ‘looking behind the Hawaiian Scene”’ 
and information about sales representatives and distrib- 
utors in Hawaii, write to Special Service Department, 
Star-Bulletin, Honolulu, T. H., or O'Mara & Ormsbee, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles. 


sents a 105 percent increase over 1941. Of interest, too, is 
the annual average gross income of working class families 
— $4,980.* 

Isn’t it easy to understand why we suggest that you Pin-up 
Hawaii on your sales map! And to reach the very heart of 
this fastidious market, use the Honolulu Star-Bulletin. In 
Honolulu where the concentrated population of Hawaii is, 
the Star-Bulletin has a carrier delivery to nearly every 
Honolulu home every evening. 


*U.S. Department of Labor Figures 
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The Creative Mans Corner 


It is this writer’s firm conviction that 
only by the merest chance is it possible 
to make a good advertisement around a 
poorly conceived or poorly executed il- 

stration. We think good _ illustration 
embodies the whole character and pur- 
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pose of an advertisement, and frequently 
of the advertiser himself. And we have 
cited a number of examples to show what 
we mean, 

One of these was an advertisement for 
Shell Research (Not even a Mouse) re- 
produced here on June 25. We thought 
that was a very fine advertisement from 
a very fine campaign—one in which the 
illustration almost perfectly keyed the 
advertisement. Now we can add a little 
to our own conviction—from the people 
vho make up the Daniel Starch sample. 

On the first appearance of the Shell 


You Ought toKuow . 


Henry Souvaine’s current ambition in 
radio production is a news service tailor- 
made for the ether called “Radio News- 
daily.” Fiorello LaGuardia, who plans to 
retire soon as New York City’s mayor, 
has been invited to be editor. Instead of 
relying on the news 
services now used by 
radio—all of which ex- 
cept Transradio were 
created originally to 
serve newspapers — 
“Radio Newsdaily ” 
would have its own 
staff of correspondents 
all over the world. 

The service, Souvaine 
says, “would bring to 
the American people 
information and _ fact 
Which they may not get now. It would 
provide its own news and present it in 
terms which they can understand,” six 
nights a week. 

_ Walter Winchell and Drew Pearson, 
he believes, are the only radio commen- 
ators today who have their own news 
sources and who do not rely on rehashing 
ana analyzing news intended primarily 
lor print. 
or a dozen years, Henry Souvaine, 
In has tackled large assignments in 
aio production for such advertisers as 
7€)eral Motors, the Texas Company and 
American Tobacco Company. In the 
ess, it has brought to the air, and 
bo; ularized among millions of listeners, 
ral different types of entertainment. 
» of these have been war programs— 
ng them “The Opera Victory Rallies” 
he State Department and the United 
‘a ons; “Listen America,’ on the gov- 
rr nent nutrition program for the De- 
ment of Agriculture; “Cheers from 
Camps,” sponsored by General Mo- 
for the War Department, and “The 
“ood Ahead,” which nine different ad- 
Yer isers in turn sponsored recently for 
Red Cross and the Army and Navy 
n estimated cost of $20,000 a week. 


Henry Souvaine 


advertise- 
ment (The 
Saturday 
Evening Post, 
May 12) 52 
per cent of 
the people 
saw it, and 
17 per cent of 
the men and 
10 per cent of 
the women 
are reported 
to have read 
“most” of the 
lengthy text. 


oes 


Of the 71 
rated adver- 
tisements in the magazine only three 


rather unusual ads—for Dodge, Pullman 
and Monsanto—attracted more readers 
among men. 

Again, on May 28, we cited a De Soto 
advertisement for its use of a new, bright 
conception of advertising illustration 
based on the covers of The Saturday 
Evening Post. 

And again Dr. Starch has something 
to say about it. For, in the first report, 
that De Soto advertisement stopped 59 
per cent of all readers and 22 per cent 
of the men read “most” of the copy. Of 
67 rated advertisements only one did 
better. 

The Marshall Field advertisement re- 
produced here is from another brilliantly 
illustrated campaign. The American Ex- 
port Lines advertisement is from a group 
that has brought Rockwell Kent once 
more into advertising illustration. 

While we have no Starch figures yet 
on the latter and likely never will have 
on the Marshall Field series, which ap- 
pears only in Chicago newspapers, we 
think that both make important contri- 
butions to the business of better adver- 
tising. 


e eHenry Souvaine 


Souvaine entered radio through the 
musical door. Born in Salt Lake City 
in 1898, he studied music, became a 
child prodigy with the violin, and then 
specialized on the piano and on compos- 
ing. He left the University of Utah 
after his sophomore year for a musical 
career, and in 1917 gave a piano recital 
at New York’s Aeolian Hall. 

The war came and Souvaine joined a 
YMCA troupe with such performers as 
Winthrop Ames, Roland Young, Margaret 
Mayo, Elizabeth Brice and Will Morrissey, 
and spent some months entertaining our 
soldiers in France and, after the Armis- 
tice, in the Army of Occupation in Ger- 
many, 

For three years after that he per- 
formed on the piano in various American 
cities, arranged music and made Ampico 
records. Then he toured the country 
again for the Combined Music Industries 
of America, performing, making talks and 
otherwise promoting music in 60 com- 
munities, 

In 1923 Souvaine started seriously to 
write music. He collaborated with Mor- 
rie Ryskind, J. P. McEvoy and Howard 
Dietz on “Americana,” a satirical revue. 
He was also co-writer of “Merry-Go- 
Round,” “Ziegfeld -Comic Supplement,” 
“Ziegfeld Follies” of 1928 and 1929, and 
“Wake Up and Dream.” He wrote the 
first torch song for Helen Morgan, and 
the first song for Libby Holman. Sou- 
vaine’s last venture for the theater was 
with Fred Allen, Beatrice Lillie and 
Jessie Matthews in “The Jazz City.” 

Radio was new then, and its talent 
was drawn mainly from performers and 
creators who had made their mark in 
other forms of entertainment. Souvaine 
was asked to produce the “Eveready 
Hour” for Union Carbide & Carbon, for 
which he wrote the first original radio 
musical comedy. Then he was hired to 
do a weekly series of original musical 
comedies, 

Souvaine liked radio and decided to 
stay in it. In 1933 he formed his own 


company. Two weeks later he was 
named to produce the Cadillac Concerts, 
forerunner of the General Motors Sym- 
phony Concerts, which ran for one year. 

Before network radio moved in, the 
total annual number of America’s con- 
cert-goers was about 2,000,000. The job 
of General Motors, and of Henry Sou- 
vaine, was to make concert music listened 
to and enjoyed by 15,000,000 or more. 
This required promotion. It also required 
radio showmanship, and the selection of 
programs and performers that would ap- 
peal to additional millions. 

In the five years of the General Mo- 
tors Symphony Concerts, with Souvaine 
in charge for the whole period, the pro- 
gram introduced to radio listeners Marian 
Anderson, Jascha Heifetz, Yehudi Menu- 
hin, and Kirsten Flagstad, among others. 

Among Souvaine’s “firsts’ was “Uncle 
Jim’s Question Bee,” the first network 
quiz program, for G. Washington coffee. 
Among the shows now running which he 
not only produces but controls are ““‘Wash- 
ington Merry-Go-Round” and A. L. 
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By ELON G. BORTON 
Advertising Director 
La Salle Extension University 


The Pay-Off is going far afield from di- 
rect-response advertising—in fact, way 
over into the territory of our 
page neighbor, the Creative 
Man. 

But the editor can’t resist 
doing it. For when he saw 
the ad illustrated here in a 
Chicago newspaper of Satur- 
day, July 7, he got a thrill 
that he wanted to pass on to 
the readers of The Pay-Off. 
He is sure that you, too, 
whatever your religious be- 
liefs, will thrill to this sight 
of a metropolitan store using 
newspaper space to urge 
people to read the Bible. 

Advertising has done great 
things in this war period. 
Under the leadership of the 
War Advertising Council, it 
has demonstrated an ability 
and willingness to use its Ny 
skills and its dollars unself- ~-s. 
ishly in the public interest. 
This two-thirds page ad of 
The Fair Store of Chicago is 
another example of this same 
social attitude. 

It is specially striking be- 
cause retail advertising, like 
mail order advertising, usu- 
ally tries for immediate, 
traceable results. It’s one of 
the penalties of being a good 
direct response advertiser 
that you tend to measure everything you 
do on the scale of immediate direct re- 
sults and sometimes overlook the other 
values and powers of advertising. 
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A NEW WORLD DAWNS... 
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of Advertising Expense 


Alexander’s “Mediation Board,” both for 
Serutan. In the last 12 years his talents 
have ranged from soap operas to the 
Metropolitan—in the Metropolitan Opera 
broadcasts for Texaco, the “Opera Vic- 


tory Rallies” and the “Opera Forum 
Quiz.” 

He introduced General Electric Com- A 
pany’s “Hour of Charm,” featuring Phil _ . 


Spitalny and all-girl orchestra, the “Gulf x 
Musical Playhouse,” and the “Texaco a a 
Star Theater.” a 

Souvaine is proudest of the work which Lee, 
his shows have done for the war. He eo 
liked “The Road Ahead,” which was 
intended to help our wounded serv- a 
ice people to meet their problems in 1 Sate 
peace and civilian life, and almost ‘ 
worked himself sick to get it going. He 
believes there’s profit for advertisers in 
sponsoring worth while public service 
shows. 

And he believes that what radio needs 
today is “more daring and guts” in de- 
veloping and getting sponsors for shows 
that are new and stimulating. 


VIEWS OF MAIL ORDER ADVERTISING itis 


Sales Promotion Manager Lawrence i 
Foster of The Fair reports that the idea 
was not original with his office. A similar 
ad was run early this year by Younkers . 
of Des Moines, whose publicity director, 
Ross Dalbey, generously gave permission 
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to The Fair to use any part of the ad. The 
copy was repeated almost intact; layout 
and illustrations were changed. Congratu- 
lations to both Younkers and The Fair. 
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Higgins Appoints 
McCann to Work 
with Bauerlein 


New Orleans, July 19.—Higgins 
Industries, Inc., has appointed 
McCann-Erickson, New York, to 
handle advertising and to service 
the account jointly with Bauerlein, 
local agency. 

Later this summer, Higgins will 
probably set the necessary appro- 
priation for promotion of the 
pleasure craft it expects to pro- 
duce postwar. In May Higgins 
told ADVERTISING AGE (May 21) it 
will manufacture cruisers, sail- 
boats, various outboard and in- 
board powered runabouts, as well 
as 60-foot houseboats and even 
rowboats. 

These craft will be sold through 


direct dealers and designated sub- 
agents, and orders are now being 
accepted. The largest number of 
sales is expected in the $2,000- 
$5,000 price range. Advertising is 
expected to include magazines, 
newspapers, business papers, out- 
door posters and direct mail. 


Four A’s Forms Group 
for Newcomers 


The American Association of 
Advertising Agencies has formed 
a national committee on education 
and training for advertising, 
under the chairmanship of James 
H. S. Ellis, president of Arthur 
Kudner, Inc., New York, to study 
the problems of newcomers to 
the advertising business. The 
committee will also seek ways of 
attracting young people to the 
agency business. 

Other members of the group are 


James R. Adams, MacManus, John 
& Adams; J. C. Cornelius, Batten, 
Barton, Durstine & Osborn; Rob- 
ert M. Ganger, Geyer, Cornell & 
Newell; Clarence B. Goshorn, 
Benton & Bowles; Dana H. Jones, 
Dana Jones Company; Thayer 
Ridgeway, Lennen & Mitchell; Vic- 
tor O. Schwab, Schwab & Beatty, 
and John E. Wiley, Fuller & Smith 
& Ross. 


Crosley Sale Studied 


The FCC has announced par- 
ticular interest in a contract 
clause, involved in recent sale to 
Aviation Corporation of Crosley 
Corporation control, which would 
restrain Powel Crosby Jr. from 
engaging in operation of a broad- 
casting or television station for 
five years. The clause is consid- 
ered as possibly inconsistent with 
federal law. Aviation’s plans for 
running Station WLW, Cincinnati, 


the price it paid for Crosley’s Sta- 
tion WINS, New York, and other 
matters also will be scrutinized 
by the FCC. 


Hyland Appointed 


G. A. Hyland, formerly man- 
ager of the aviation section, in- 
dustrial sales department of West- 
inghouse Electric Supply Com- 
pany, East Pittsburgh, Pa., has 
been appointed sales manager of 
the new Westinghouse aviation 
gas turbine division, South Phila- 
delphia, Pa. 


Rumford Names Copson 


Dr. Raymond L. Copson, for- 
merly chief of chemical research 
and engineering for the Tennessee 
Valley Authority, has been ap- 
pointed director of research for 
Rumford Chemical Works, Rum- 
ford, R. I. 


Coming-out party 


For many long months three major 
American Legion committees have been 
on the greatest bug hunt in all the 
Legion’s time. 


And their hunting ground has been the 
G.1. Bill of Rights. 


They have watched it operate on its 
trial run. They have observed how it 
worked. They have examined it for 
strength and looked for its weaknesses. 
They have found both—strength in its 
over-all conception and purpose, 
weaknesses in some of its working parts. 


And among the findings were—that 


many veterans entitled to loans were 
unable to get them because of too-rigid 
requirements: 


That many veterans were denied the 
educational reinstatement the bill 
provides— because of hairline inter- 
pretations of their status and eligibility: 


And that there was too little resilience 
in many of the rulings, that there were 
over-conservative regulations, too many 
stumbling blocks—too many bugs. 


These are having a coming-out party. 


Business, educational, legislative and 


technical experts working with the 
Legion committees have completed a 
comprehensive program for this re- 
vision and improvement. And it is an 
important and a needed thing in one of 
the biggest tasks America faces—the 
rehabilitation of her home-coming sons 


Millions of them will have to begin 
again, start anew, secure a new footing. 
Many will need to be helped back into 
place as paying citizens and their way 
should be smoothed. For their speedy 
reconversion from fighting men to 
working men is as essential to all 
America’s welfare as it is to their own. 


THE AMERICAN LEGION—through its 12,037 posts—offers the re- 
turning millions of fighting men guidance, competent counsel 
and help in regard to the provisions of the G.I. Bill of Rights. 
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Radio Standards 
Must Be Enforced, 
Durr Tells Group 


Syracuse, N. Y., July 18.— To 
justify its continued use of pub- 
licly-owned radio channels, the 
broadcasting industry should meet 
“some externally-enforced stand- 
ards of public interest,” FCC Com- 
missioner Clifford J. Durr told the 
New York State Institute of Com- 
munity Service at a conference 
here recently. 

Commissioner Durr said he he- 
lieves such standards can be en- 
forced “without impairing ‘he 
freedom of radio about which 
| some of our most prosperous 
| broadcasters have recently been so 
vocal. 

“If by freedom of radio we mean 
a radio which provides the freest 
possible outlet for the widest pos- 
sible range of information, enter- 
tainment and ideas rather than 
freedom to make the maximum 
dollar profit from the use of prob- 
ably our greatest natural re- 
source,” he continued, “then I do 
not think we can have freedom of 
radio without the imposition of 
vigorous enforcement of — such 
standards.” 


Suggests Two Steps 


Commissioner Durr said _ twe 
simple steps would contribute ma- 
terially to a system of broadcast- 
ing “better serving the needs and 
desires” of the people: 

“1. The requirement that every 
broadcaster devote a stated min- 
imum amount of time out of each 
segment of the broadcast day t 
the broadcast of non-commercial 
public service programs; 

“2. Full publicity to the pro- 
gram services and earnings of 
each broadcasting licensee in orde: 
that the newcomers able and will- 
ing to render a better service 
will be encouraged to apply for 
and receive the frequency assign- 
ments of those stations which are 
currently rendering less of a pub- 
lic service than their opportunity 
warrants.” 


Joins Urner-Barry 
Elmer J. Myers, formerly mana- 
ger of the Pittsburgh division of 


Publishing Company, has joined 
the advertising branch of Urner- 
Barry Company, New York, pub- 
lisher of dairy products publica- 
tions. 


Baker, Michel to Ayer 


Raymond C. Baker, executive 
vice-president of the Mutual Fire 
| Insurance Association, Boston, and 
Arthur C. Michel, public relations 
| manager of Greeting Card Indus- 
| try, Inc., New York, has joined 
|the public relations departmen' 
| of N. W. Ayer & Son, New York 
| Mr. Baker was previously accoun' 
executive with Carl Byoir & As- 
sociates, and Mr. Michel was ed'- 
torial director of the Curtiss- 
Wright propeller division, Ne’ 
York. 


Arndt Ups Ramsdell 


Lee Ramsdell Jr., account ex- 
ecutive of John Falkner Arnct & 
Co., Philadelphia, has been namec 
vice-president in charge of 
agency’s drug department. 


— 
——| 


A-1 Industrial 
Copy Writer 
Wanted 


by a large western New York 
agency. We want you if you 
know your way around in incus- 
trial copy. You'll be planr ng 
and writing for important 3< 
counts. The salary is extra goo? 
the job permanent and y: 
find your fellow workers cor:* 
tute a great gang. Incivce 
references when writing. 


Box 6171, Advertising Age, 32° 
W. 42nd St., New York 18, N."- 
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1944 Expenditure 
of Top Railroads 
Largest Since ‘30 


New York, July 18.—A total of 
$13,464,000 was spent by the ma- 
or railroads on advertising during 
944, according to the Interstate 
Commerce Commission. This fig- 
re represents an increase of 
$4,000,000 over 1943 and is the 
irgest advertising 
nee 1930. 

Of the total, $5,324,000 was 
pent for newspaper advertising, | 
52,909, 000 for magazines and 
$762,000 for radio, The remainder | 
was spent on calendars, time-| 
tables, etc. 


There is apparently a wide di-| 


vergence of opinion as to the im- 
portance of radio advertising. 
Union Pacific spent $541,000 for 
its radio show, “Your America” 
eard Sundays over 
spending 


roads any appreciable 


amount on radio were Burlington; WSBC and WCBD, Chicago. He 


and Chicago & North Western. 


The 10 largest advertisers and|later was 
Union | with the Stack-Goble agency. 


their expenditures. are: 


expenditure | 


Mutual at 4) 
p.m., EWT. .The only other rail-| 


Pacific, $2,115,000; Pennsylvania 
Railroad, $2, 068, 000: Atchison, To- 
peka & Santa Fe, $1, 253,000; "New 
York Central, $912, 642; Southern 
Pacific, $734, 000; Chicago, Bur- 
‘lington & Quincy, $507,000; Chi- 
cago, Milwaukee, St. Paul & Pa- 
cific, $472,000; New Haven, 
$409,000; Chicago, Rock Island & 
Pacific; $406,000, and Chicago & 
North Western, $401,000. 


Joins Detroit Firm 


Marsh Gorton, for the past three 
years with Ross Roy, Inc., Detroit 
agency, where he supervised per- 
sonnel and acted as liaison in con- 
nection with government contracts 
for military manuals, has joined 
ithe sales department of Detroit 
| Electrotype Company. 


| nena inal 
| Named Radio Director 


| Arthur A. Kohn has _ joined 
| Goldman & Gross, Chicago agency, 
as radio director and account ex- 
ecutive. For 10 years he was as- 
|sociated with Stations WGES, 


|; also operated his own agency and 
an account executive 


These are America's Favorite 


brands 


Advertising did more than in- 
crease the demand for these brands 
—it changed tuna from a high 
priced specialty to a staple within 
reach of every income. It multiplied 
the industry's tuna sales by 600‘%. 
Today these famous brands continue 
to be advertised to maintain the 
public’s preference while most of 
Van Camp's $3,000,000 fishing 
feet does urgent work for our Navy. 

Ithas been our privilege to create 
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of Tuna! 


the advertising of Chicken of the 
Sea Brand and White Star Tuna 
ever since its inception in 1921— 
and we have grown with our client 
as the adv ertising grew from a ter- 
ritorial campaign to nationwide 
proportions. 

We seek other clients who will 
permit us to grow with them. The 
initial appropriation is less impor- 
tant to us than the eventual oppor- 
tunity. 


ADVERTISIN 


MAIN OFFICES 
on Francisco * Los Angeles * New York 
RADIO HEADQUARTERS 
Hollywood 
SERVICE OFFICES 


BRISACHER, VAN NORDEN 
& STAFF 


ESTABLISHED 1919 


ond © Seattle * Chicago * London, Englend 
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YESTERDAY’ 5 BRIDGE | 
TO TOMORROW... 


Infinite as time itself... yet solid as the founda- 
tions of America... is Sellevision — KSTP’s 
boundless concept of station betterment. Born 
in the yesterdays of four years ago, Sellevi- 
sion constantly has looked ahead to the to- 
morrows of the future. And each intervening 
today along “yesterday’s bridge to tomor- 
row” finds KSTP a better radio station... 
Continuous state-wide promotion has in- 
creased KSTP listenership steadily ... in 
rural Minnesota as well as in the Metro- 
politan Twin Cities Market Area. And the 
exclusive merchandising machinery we 
call Planalyzed Promotion keeps adding 


to the effectiveness of KSTP advertising. 


+ crea hes 


50,000 WATTS —CLEAR CHANNEL 


NORTHWEST'S LEADING RADIO STATION 
= NBC AFFILIATE FOR THE TWIN CITIES 
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46 
Heads ‘Newsweek’ Office 


Hoyt Metzger has been ap- 
pointed manager of the Detroit 
office of Newsweek, 
joined six months ago. Before his 
present assignment, Mr. Metzger 
was with Crowell-Collier Publish- 
ing Company for 16 years. John 
D. Denison Jr., formerly with the 
Detroit Free Press, and recently 
returned after two years’ naval 
duty, has joined Newsweek’s De- 
troit staff. 


AUTHORITY 


Staff writers for American Restaurant Maga- 


zine are the industry's outstanding authorities 
... Leonore D. Freeman, quantity food stylist; 
Jessie Alice Cline, practical menu planner; 
Charles Wagner, kitchen engineer, and many 
others Your advertising surrounded by such 
authority shares their prestige, gains buyers 


Write for details 


faster 
service. 


of merchandising 
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| Sa, How Business and Industry Are Preparing for a Peacetime World . 


. 


| work, Sentinel would not say defi- 
nitely when the tiny receiver will 
be on the market, but asserted the 
set has passed preliminary tests 
which indicate an immediate pro- 
duction schedule when govern- 
ment restrictions affecting the in- 
dustry are lifted. 
* * * 


Michigan Bell Telephone Com- 
pany, according to explanatory 
advertisements it is running in 
Detroit newspapers, is planning 
an expansion and improvement 
program to cost $120,000,000. 

New dial equipment and con- 
version of the remaining manually 
operated offices, seven new central 
office buildings and major addi- 
tions to six existing buildings 
enter the construction plans. 

* K co 


| Sentinel Radio Plans 
Vest Pocket Receiver 


Sentinel Radio Corporation, 
Evanston, Ill., plans to produce a 
radio receiver smaller than a 
cigaret case or candid camera, and 
which will afford the peregrinat- 
ing listener good reception at all 
times. It will be “popularly 
priced,” company officials say. 

With self-contained batteries, 
the amplifying tube receiver will 
fit into a shirt or vest pocket, or 
into a purse. The wire connecting 
the inconspicuous receiver with 
the ear-piece is the set’s aerial. 

Appeal of the set will be its 
convenience in carrying and the 
fact that it can be enjoyed with- 
out disturbing others close by. 

The 12 ounce, four tube, 
5x234x%” receiver, with hearing 
aid type batteries, will receive 
standard stations. 

Still engaged entirely 


ing to the American Hotel Associa- 
tion, which recently made a sur- 
vey of 5,500 hostelries throughout 
the nation. 

The survey revealed that since 
1943 the number of hotels that 
need plumbing has _ increased 
382%; those needing elevators 
100%, and that whereas 1,575 fans 
were needed in 1943, more than 


Plumbing, elevator and furnish- 
ing needs of the nation’s hotels 
have reached new heights, accord- 


in war 


A NEW FOUR-COLOR 


SUNDAY MAGAZINE SECTION 


Edited for Columbus and Ohio, about Colum- 
bus and Ohio people, places and events. 


Heavy emphasis on four-color photography. 
First issue, Sunday, October 7. Copy deadline, 
September 1. 


24-Page minimum. 1,000-lines per page. Size: 
15 x 1034". Five columns by 200 lines. 


Full color, duotone and spot color rotogravure 
in pages and half pages. 


Circulation exceeding 160,000 . . . Space rates 
on request. 


Send for prospectus, ‘‘The Inside 
Story,” describing the editorial 
treatment and personnel. 


[-sSPOT IN OHTO 


Represented Nationally by O'MARA & ORMSBEE, Inc. 


Advertisi1 


AGA 
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350,000 are needed now, an 
crease of 220%. 

Furniture needs were put gq 
$28,420,938, 26% over 1943; silver. 
ware, valued at $17,748,382, ay 
increase of 61%; chinaware, worth 
$11,632,686, up 93%; glass an 


n 
eit 


Cam} 


glassware, worth $5,499,345, a», New Y< 
increase of 63%. ican Gas 
The hotels also need 3,662.69gMtwo distiz 
yards of upholstery, an increagfftising ca 
of 100%; 15,084,850 yards of car.§part of | 
pet, up 35%; 564,474 dozen sheets and rese: 
up 46%; 490,722 blankets, up 63%,’ $1,400,000 
and 97,586 carpet sweepers, an§}46. 
increase over 1943 of 23%. < 
* * &* ™ 
As soon as manufacture begins J Ads wi 
Iowans plan to spend over sey. §magazine: 
enty-seven million dollars forf§zines, 24 
some appliances, the Iowa Po}j Mengineeri 
survey conducted by the Desffand the 
Moines Register and Tribune re. feature 
veals. earlier tt 
Vacuum cleaners were found to {will pron 
be the greatest need. About 22.fBgas kitche 
432 vacuum cleaners need repairs wonder fi 
with 13,319 now out of use be.J—heats” w 
cause replacement parts cannot {§“Margare 
be obtained. Of those inter. news-lett 
viewed, 12% said a vacuum@Ads will 
cleaner would be their first home colors. 
appliance purchase. Reason 
The survey showed that 113.—Bchen the 


386 toasters; 94,672 electric food 
mixers; 33,380 roasters; 15,552 
kitchen ventilating fans; 14,32] 
electric razors and 10,157 electric 
dishwashers would be bought. 

Previous surveys showed that 
177,312 refrigerators, valued at 
over twenty-six million dollars, 
138,936 ranges, valued at twelve 
million and 317,692 units of laun- 
dry equipment, valued at twenty- 
one million dollars, would be pur- 
chased. 


* * * 


A survey on home building in 
the far West, from reports by 
western utility companies collected 
by H. C. Rice, merchandise man- 
ager, Southern California Edison 
Company, reveals that out of the 
439,462 homes which it is esti- 
mated will be built, more than 
250,000 are predicted for the 
southern California district and 
109,000 for northern California. 

ok a * 


Foreseeing greatly expanded 
business in Latin America after 
the war, Emilia Azcarraga, presi- 
dent of Station XEW, Mexico 
City, is proposing to build a 1,000 


kw. station. The new station 
would cover most of Mexico, a He is on 
good portion of Central America 
and parts of Cuba. Part of his cc 
plan is to purchase and distribute 
1,000,000 two-tube ‘“‘people’s” ra- AGRIC 
dio sets, which will retail at $4 
=e a and E 
At Monroe, Mich. a 75-torn who es 
“guinea pig” is preparing the wa) Th 
for the perfect railroad ride of to- 7 = 
morrow. The Monroe Auto Equip- § Whose ju 
ment Company, producer of shock @ whya“‘n 
absorbers and stabilizers for rail- & often ou 
roads and automobiles, is using a 
standard private railway car to Make 
try out a half-dozen new devices § who are 
designed to eliminate jarring, & six millic 
bouncing and swaying on high- the eneell 
speed trains. 
to reach 
° ° Farming 
Lindley Joins Agency theie“ten 
Kenneth C. Lindley, formerly § onepubl 
assistant advertising manager, : 
Electric Machinery Mfg. Company, jg °° ‘eit | 
Minneapolis, has joined Alfred @§ “esr lise 


Colle Company, Minneapolis 
agency, as account executive. 


Nabisco Ups Richey 


Harry J. Richey, formerly a5 
sistant district sales manager, !1a5 
been appointed district sales mian- 
ager of National Biscuit Company, 
New York, with headquarter: 4 
Allentown, Pa. He succeeds the 
late Walter A. Moser. 
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Advertising Age, July 23, 1945 


‘-$KGAtoLaunch | 
it qa 
lver. Expanded $800,000 
- an . . 
vor Campaign in Fall 
nd 
’ “ New York, July 18.—The Amer- 
ican Gas Association will launch 
2. 68g two distinctive, concurrent adver- 
reasetising campaigns in October as 
car.fpart of an enlarged advertising 
leets Hand research program on which 
63%, § $1,400,000 will be spent in 1945- 
, ang 46. 
Slogans Repeated 
sins @ Ads will appear in 14 consumer 
sey. [pmagazines, six architectural maga- 
forfpzines, 24 business papers and 37 
Polifengineering college publications, 
DesfPand the copy will continue to 
e re.fefeature the same _ slogans used 
earlier this year. Consumer copy 
nd towill promote the “New Freedom” 


29 .—gas kitchen. The slogan ‘““Gas—the 


Dairs wonder flame that cools as well as 
» be.fheats” will be retained but the 
annot {#“Margaret Malaby” editorial 
nter.Bnews-letters will be discontinued. 
cuumfAds will be full page in four 
home & colors. 

Reasons for continuing the kit- 
113,-Bchen theme were provided by a 
food 
5,552 
4,321 
ectric 
“that 
d at 
Lars, 
velve 
laun- 
enty- 
pur- 
1g in 
Ss by 
ected 
man- 
dison 
f the 
esti- 
than 

the 
and 
ia. 
inded 
after 
oresi- I 
exico 
nit SALESMAN! 
‘ation 
“0, 20) He is one of the thousands of — 
f his 
ibute COUNTY AGENTS 
i sf AGRICULTURAL TEACHERS 
and EXTENSION LEADERS 
ee —who train and advise Farmers. 
sf to- | lhey regard him as a “friend” 
quip- § whose judgment they trust. That's 
shock § why a “nod” from one of them can 
Regt often outsell your star salesman. 
ar to Make sure these farm leaders, 
‘vices @ who are the influence market for 
11 8 & six million farmers, know all about 
high- : 
the merits of your goods. Best way 
to reach them is through Better 
Farming Methods—for 17 years 
their “business magazine,” and the 
ae one publicationdevotedexclusively 
p ny, © their problems. It’s at the top of 
ifred ff t4e/r list... Put it on yours. 


BETTER 
FARMING 
METHODS 


WATT PUBLISHING CO. 
MOUNT MORRIS, ILL. 


survey conducted by McCann- 
Erickson, New York, agency in 
charge of consumer advertising. 
Sixty-three per cent of the women 
polled expressed preference for 
improvements in the kitchen. 


Consumer List Named 


A complementary campaign, 
built around the theme, ‘Where 
the food is the finest, it’s cooked 
with gas” will appear in The 
American Weekly and This Week 
Magazine. 
new 


campaign will appear 


American Home, Better Homes & 
Gardens, Good Housekeeping, 
House Beautiful, House & Garden, 
Ladies’ Home Journal, Life, Mc- 
Call’s, The Saturday Evening 
Post, True Story and Woman’s 
Home Companion. 

Six double-truck advertisements 
will appear in American Builder, 
Architectural Forum, Architectural 


Record and Practical Building. 
Industrial advertising will be 

‘run in 24 business papers instead 

|of .19 used last year, through 


In addition to the above, the} Ketchum, MacLeod & Grove, Inc., 
in| Pittsburgh. 


View Presentation 


A series of five luncheons, at- 
tended by heads of New York 
agencies, was held July 16 to 20 
at the Ritz Carlton Hotel, New 
York, for a preview of The Ameri- 
can Weekly’s presentation, “New 
Horizons.’’ Government figures and 
original research are combined in 
the presentation to show how the 
market for merchandise and serv- 
ices has been expanded beyond 
anything previously known  be- 
cause of high wages, savings and 
new skills in volume production. 
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Heads Studebaker Export 


Alvo E. Albini has been ap- 
pointed advertising and sales pro- 
motion manager of Studebaker 
— Corporation, South Bend, 
nd. 


Joins Star Electric 


Paul J. Moore, formerly sales 
manager of Imperial Electric 


Company, Akron, has been ap- 
pointed motor sales manager of 
Star Electric Motor Company, 


Bloomfield, N. J. 


estimating or only guesstimating. 
They claim that the U.S. must produce and sell at 
least 48% more goods after the war than before (or topple 
into another depression). 
If they are anywhere near right, the more-than-a- 
million pace-setting families who read TIME will be 
more important to advertisers than ever before. 

For with incomes more than twice the national average 


‘In TIME... You Will Find 
Jomorrows Best Customers” 


Maybe you think the C.E.D. is overestimating, under- 


Time-reading families can afford to be the first to invest 
in good new ideas. They buy new cars more frequently, 


own better homes, entertain and travel more, are better 
customers at the better drug, food and department stores 
than any other million families you can reach through 


any single medium. They set the pace and influence the 
buying habits of 30 million other families. 

The best place for your announcements of postwar 
products is Time, the magazine TiMe-readers prefer 


9 to Lover any other magazine that carries advertising. 


A Great Consumer Magazine 
offering you more than a million families 


who are Americas Best Customers 
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Ohio Court Upholds 
Car Card Contract 


Reversing a lower court finding, 
the Cuyahoga County court of ap- | 
peals has upheld the right of the 
Cleveland Transit Board to enter 
into a contract for the handling of 
car card advertising without the 
necessity of competitive bidding 
after advertising and the submis- 
sion of sealed bids. 

The suit challenging the transit 
board’s right to award the con- 
tract to Mitchell, McCandless & 


EYE’ CATCHERS 
FREE | rises" 


photos. All lines business 


© all situations. Top 
models . . . fine photog- 
raphy. Multiplies pull of 
promotions. Shot new 
each month. 10,000 sub- 
jects available. Money 


saving subscription plan. 
NOT STOCK PICTURES. | 
FREE proofs and details 
on request. No obliga- 
tions, No salesmen, 
EYE*CATCHERS, Inc. 
10 E. 38th Street 
New York 16, N. Y. 


j}age of the gross 


Klaus, Cleveland transportation 
advertising firm, was filed at the 


instigation of one of several com- 


panies seeking the contract. The 
contract, giving the city a percent- 
receipts, was 
made after dissolution of the Rail- 
way Advertising Company of 
Cleveland, wholly-owned §subsi- 
diary of the Cleveland Railway 
Company, which had been pur- 
chased by the city. 


Outdoor Display Firms 
Unite; Schiller Is Head 


A. Schiller of Outdoor Displays 
of Passaic, N. J., has become the 
principal stockholder and _ has 


| been elected president of Federal 


Advertising Corporation, Pater- 
son, N. J., with Leonard Drey- 
fuss, retiring president, disposing 
of his interests to Mr. Schiller. 

Operations of Federal and Out- 
door Displays will be combined, 
with the new organization becom- 
ing the largest exclusive operator 
of painted bulletins in New Jersey. 
Samson Bosin, associated with 
Mr. Schiller, has been named sales 
manager of Federal. No other 
changes in policies or personnel 
are planned. 


Kucker Joins Criterion 


Charles W. Kucker, formerly 
with Lord & Thomas and more re- 
cently with Lorenzen & Thomp- 
son, publishers’ representative, 
has joined the national sales staff 
of Criterion Advertising Com- 
pany, with headquarters in the 
Chicago office. 


Rejoins Newell-Emmett 


Kenneth Cagney, with the 
Army air forces for the past three 
years, has returned to Newell- 
Emmett Company, New York, as 
a member of the copy department. 
He was associated with the 
agency’s research department 
prior to joining the armed forces. 


Sell it with MOSS 
PHOTOS > 


1,000 tots. No order too 
small. Postoards, 2c. We 
photograph everything. 


Super special: mount- 
ed blowups,20x30,$2.50; 
30x40, $3.85; 40x60,$6.50. 

Write fer free samples, list A. 


MOSS PHOTO SERVICE 
155 W. 46th St., N. Y. CG. #9, BRyant 9-8482 


Between 


You’n’ Me 


—By D. T. Caywood— 


Worth Reading 
Between you ’n’ me, that 


full- 


page advertisement of Outdoor 
Life, “the magazine of discrimi- 
nating sportsmen,” to be found on 
page 8 of today’s State Journal, 
is well worth reading. 

Such an endorsement coming 
from an editorial staff member is 
practically unheard of, and proof 
sufficient that the ad must have 
something to catch the eye of 
one whose chief interest in life 
is the presentation of news in a 
form calculated to whet the 
reader's appetite. 

But this ad is different from 
most ads. It has a message of 
vital interest to every citizen of 
Kentucky and the facts and fig- 
ures it cites are surprising even 
to us who think we know our 
state. So, we commend it to you. 
Read every word of it, check that 
list of five things under the head- 
ing, “Here’s what you can do,” 
and then mail in the coupon at 
the bottom. 


+ >. 


Ever have a 
| columnist recommend 


YOUR copy? 


“Read every word of it”—writes D. T. Cay- 
wood in his column, Between You ’N’ Me, 
on the front page of the Frankfort (Ky.) 
State Journal —*‘then send in the coupon.” 


In the same paper, “Sonny” 


the banner of Farm Facts and Fancies, says— 


Harper, under 


“on another page in this issue there appears 
a full page advertisement that brings a mes- 


sage of more than usual importance to every 


person in Kentucky.” 


Both writers have a big following in the 
Blue Grass State. Both are realistic news- 
paper men with the editorial man’s tradi- 
tional indifference to the advertising columns. 


Here again 


But both told their readers to heed OUT- 
DOOR LIFE’S appeal for wildlife conserva- 
tion because they recognized it as a sincere, 
intelligent effort to protect one of America’s 
greatest assets—the $4,000,000,000 fishing 
and hunting “industry”. 


* * * 


is the aggressive, long-range 


editorial thinking that has made Outdoor Life 


important... 


not alone to its readers but 


to every advertiser with anything to sell the 
26,000,000 men who will take to the fields, 
forests and streams after the war. 


Outdoor Life 


mK x0 of aitorsimsina . 


353 Fourth Avenue, New York 10, N. Y. 


Advertising Age, July 23, 19: 


Meee. ee a ae 
is Pee eS 


Something new in the household of Ed Grossfeld of Kuttner a: 
Kuttner, Chicago agency, is an adopted son, James Kober Grossfeli. 
who’s just a few weeks old... 

Recipient of kudos from far and near is Grant Stone, ad. ms 
of the Cleveland Press and chairman of the CED action committee 
for distribution and service, whose “Cleveland plan” of gathering 
statistical material for the Committee for Economic Developme 
has been adopted as a national CED pattern. Grant is one of those 
fellows who not only finds time to do his own job well, but 
devote much of his abundant energy to civic and advertising o 
ganizational work... 

The staff of Henri, Hurst & McDonald threw a luncheon at Chi- 
cago’s Hotel Continental the other day for Lt. Comdr. Charles 
(Nate) Pumpian, home on furlough from England, where he’s been 
directing a naval anti-sub patrol bomber squadron. Nate is on 
leave as media director for the agency, and guests at the lunch- 
eon included a couple of hundred media men to whom he’s an old 
friend... 

Adman Wally Boren, who bats out that Wally’s Wagon feature 
for This Week Magazine, ought to split last week’s stipend with 
Wilson Condict, nat’l a. m. of the St. Louis Globe-Democrat. Wiil- 
son contributed the year’s fishiest fish story to the column... 

Maj. Lucius W. Fitch, son of F. W., and v.p. of the F. W. Fitch 
Co., has returned to Des Moines for a 30-day leave following a year 
and a half of duty in the South Pacific area. .. Harold Hutchins, 
who turns out Fawcett Publications’ “Cosmetic & Drug Review,’ 
trade tip sheet, became a father-in-law July 14, when his son, Pvt. 
Hastings Harold | 


Hutchins, married 
Wac Cpl. Pauline 
Dudo of Chicago. The 
ceremony took place 
at Edgewood Arsenal, 
Md., where both are 
stationed with the 
chemical warfare 
service... 

More than 500 em- 
ployes of the J.T. 
Baker Chemical Co., 
Phillipsburg, N. J., 
joined in the presen- 
tation of a platinum 
watch, appropriately 
inscribed, to Herbert 
H. Garis, president, 
on the completion of 
40 years’ service with 
the company. Among 
those at the luncheon, 
June 28, which followed the presentation, was William Y. Preyer, 
pres. of Vick Chemical Co... 

The July sales convention of Gruen Watch Co., Cincinnati, closed 
with a testimonial dinner tendered to Benjamin S. Katz by the sales 
organization in honor of his 10th anniversary as pres. of the com- 
pany. .. Robert T. Convey, pres. of Station KWK, has been elected 
to the board of the St. Louis Convention and Publicity Bureau. . . 
Fog-conditioned San Francisco looked good to Carl Zachrisson, N. 
W. Ayer & Son, when he returned recently from five humid weeks 
in the East... 

Col. Frank Howley, former art dir. of the Gray & Rogers agency, 
Philadelphia, and subsequently head of his own business before 
joining the Army, has been awarded the Croix de Guerre for his 
service in administering the civil affairs of the port of Cherbourg. . . 
Irvin Borders, v.p. of Joe Perrett Co., and retiring pres. of the Los 
Angeles adclub, has been appointed assistant regional mgr. of the 
Committee for Economic Development. . . 

Victoria Smith, ad mgr. of Hunting & Fishing, Boston, who went 
to Parks Air College, E. St. Louis, Ill., in May, to get the facts on 
aviation and the sporting field, soloed after only six and a half 
hours’ actual flying instruction. .. S. D. Simpson, on the ad staff of 
Hardware & Metal, Toronto, has been elected grand counsellor of 
the Ontario-Quebec jurisdiction of the United Commercial Travelers 
of America... 

Hillman Women’s Group has published a little booklet containing 
verses submitted by the first prize (case of Scotch) winner and five 
y 
€ 


SUCCESS FOR CHICAGOANS—Russ Van Gun- 

ten, media director of Foote, Cone & Belding, and 

John F. Pollock, of True Story's western advertising 

office, exhibit a catch made on a recent fishing 
trip at Star Lake, Wis. 


honorable (one bottle) mentions in its contest for the best parody 
on the verses appearing in its advertising press series. Case win! 
is Lloyd Seidman, Donahue & Coe, New York; bottle winners «re 
Shirle Robbins, Anatole Robbins, Inc., Hollywood; Alliance Adver- 
tising Agency, Los Angeles; W. L. O’Brien, Newell-Emmett, New 
York; Almer A. Reiff Jr., Mentholatum Co., Wilmington, and Goer- 
don E. Taylor, Reincke-Ellis-Younggreen & Finn, Chicago. . . 

Virginia K. Butler of New York and Henry R. Turnbull, head °{ 
the planning comm. at Duane Jones Co., were married July 12 1 
Christ Church, Methodist, New York. . . Isaae Clothier Jr., v.p. & 
director of Strawbridge & Clothier, Philadelphia dep’t store, ws 
one of the witnesses at the marriage July 10 of Vivian G. Swet, 
of New York, to his son, Isaac III. The ceremony was performed |» 
All Souls Unitarian Church in New York. . . John Barnard, 
African commercial economist and marketing specialist to the 
African Morning Newspaper Group, is visiting the U. S. & Can: 
until September, and headquartering at the New York offices 
publishers’ rep. Joshua B. Powers while making the rounds of : 
vertising agencies and their export clients. . . 

WFIL pres. Roger W. Clipp demonstrated 100% enrollment 
his staff in the local United Nations Council with a check, p 
sented recently to Judge L. Stauffer Oliver, chairman of the cot 
cil, covering annual membership for each WFIL employe. . . ¢ 
William Westlake, prewar TWA director of public relations, j 
left Washington where, for more than two years, he was ass’t 
the director for AAF, War Department bureau of public relatio 
and is on his way to Germany, where he’s been assigned to 1 
air div. of the Allied Group Control] Council. . . 
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|\Pegler Rakes Past 
to Blast Buchanan 


and Mrs. Roosevelt 


New York, July 18.—Westbrook 
Pegler, Hearst syndicate column- 
ist, is currently devoting a series 
of articles to the deal made in 
1941 between Buchanan & Co., 
New York, and the Pan-American 
Coffee Bureau to sponsor Mrs. 
Eleanor Roosevelt on her own ra- 
dio program. 

Headlined “Looks at the record 
on ‘commercializing the White 
House’,” Pegler says that the cof- 
fee account was “arbitrarily taken 
away from the (Arthur) Kudner 
agency and handed to the Buch- 
anan agency.” He implies that 
the reason for the change was the 
presence in the latter of David 
Hopkins, son of Harry Hopkins, 
and John Hertz Jr., son of the 
movie magnate. 

He quotes liberally from the 
Buchanan presentation when it 
was angling for the account and 
cites examples of proposed promo- 
tional stunts as evidence that Mrs. 
Roosevelt was commercializing 


SPEAKING OF RESEARCH 


GAIN AND AGAIN YOU GET THE SAME ANSWER TO: 
WHAT MAGAZINES 


}DO AMERICA’S TOP PEOPLE 


READ AND PREFER? 


ecently Gardner Advertising 
ompany of St. Louis ques- 
ionnaired the 719 executives 
hey are most interested in 
eaching with their adver- 
isements for the Bemis Bro. 
Bag Company, biggest bag 
manufacturer in the United 
ptates. These executives 
who are best customers 
or many, many other prod- 
icts and services sold to 
uSsiness) were asked two 
huestions: 
l. "What magazines (all kinds) 
do you read regularly?" 


2. "What are your first or second 
choice magazines ?" 


Replies from 314 (43.6%) showed: 


ore of these top 
anufacturing 
xecutives read 
IME than any 
other magazine 
xcept Life. 


% of Replies 


head Regularly Mentions 


Life 184 58.6 
TIME 174 55.4 
Satevepost 141 44.9 
Business Week 76 24.2 
Collier’s 64 20.4 
Fortune 60 19.1 
Nation’s 
Business 55 17.5 
Newsweek 48 15.3 
. News 46 14.6 


ighest—ranking trade paper 
ad by these executives received 
NlyoSmentions—9.2% ofthe replies) 


= And Time is their 
ot stand-out favorite, 
Ale \ with more first-choice 
to votes than the next 
0 WN five magazines combined. 
maga First-Choice Votes 
me 91 
22 
vepost 21 
News 13 


ness Week 8 
2nal Geographic 7 


r’s Digest omitted 


ERYWHERE 


her position. 

In his usual fashion, Pegler, in 
his second column of the series, 
relates a number of extraneous 
facts about the various principals 
in the case and after four or five 
paragraphs returns to his first 
premise, that Mrs. Roosevelt capi- 
talized on her position. 


Ad Department Renamed 


In a recent revision of depart- 
ment names, the advertising de- 
partment of Standard Accident 
Insurance Company, Detroit, has 


been retitled the publicity depart- 
ment. R. J. Walker is manager 
in charge of advertising, public- 
ity, public relations and sales pro- 
motion. 


Kienzle Heads Division 

Fred B. Kienzle, formerly with 
a Columbus, O., wholesale drug 
company, has been appointed 
manager of the Sacramento, Cal., 
division of McKesson & Robbins, 
Inc., succeeding T. J. Turnbull, 
who is retiring after 52 years of 
service. 


Earp to American 


Shelton Earp, previously with 
the sales force of Station KECA, 
Los Angeles, has joined the sales 
staff of American Broadcasting 
Company’s western division. 


Bradley to ‘U. S. News’ 


Noel E. Bradley, previously ad- 
vertising and _ sales promotion 
manager of Fansteel Metallurgical 
Corporation, North Chicago, II1., 
has joined the United States News 
as advertising representative. 
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Hayhurst Gets Account 


F. H. Hayhurst Company Ltd., 
Toronto, has been named to direct 
adv ertising for Victory Mills Ltd., 
Toronto, processor of soy bean 
products. 


Heads Ottawa Adclub 


Mrs. Winnifred P. Swallow, of 
Charles Ogilvy Ltd., was elected 
president of the newly- organized 
Ottawa Women’s Adv ertising Club 
at a recent meeting in Ottawa, 


Que. 


Metropolitan Population IN,000 


A.B.C. CITY AND RETAIL TRADING ZONE lard 854 
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Joins Advertising House 
Betsy Anne Schellhase, for the 
past two years director of adver- 
tising and publicity for the Bar- 
bizon Corporation, and previously 
with Fuller & Smith & Ross, has 
joined Advertising House, New 
York, as account executive. She 
will handle the House of Gourielli 


and Ton Laboratories, Inc., ac- 

counts. 

Knox Switches Shows 
Knox Company, Los Angeles, 


has replacéd ‘“What’s the Name 
of that Song?”, for Cystex pro- 
prietary, with “Time for Crime,” 
heard Sundays, 4:30-4:45 p. m., 
EWT, over Mutual. Agency is 
Raymond R. Morgan Company, 
Hollywood. 


S S$ Flexible Paste Cold Padding 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicago 1 


Britannica, 177, 
Hale: Benton Is 


Bathmic Infuser 


Studies World Market 
for Its Books, Films 
—and Magazine? 


Chicago, July 19—tThe agility 
of the Encyclopedia Britannica in 
its 177th year is not remarkable 
when one considers its new blood. 

Once a doddering pedantic, its 
driving force today includes such 
top-flight business men as William 
B. Benton, chairman of the board 
and former partner in Benton & 
Bowles advertising agency, and 
E. H. Powell, president, former 
advertising manager of Sears, 
Roebuck & Co. Functioning with 
these men are Walter Yust, edi- 
tor; L. C. Schoenewald, vice-presi- 


dent in charge of sales, and A. E. 
Dolphin, general European man- 
ager. 

Founded by the Society of 
Gentlemen in Edinburgh, Scotland, 
in 1768, Encyclopedia Britannica 
has been American-owned since 
1962. In 1935 its headquarters were 
moved to Chicago. Today, from 
colorful, modernistic offices in the 
Civic Opera building on Wacker 
Dr., it directs a force of approxi- 
mately 850 commissioned sales- 
men working out of 29 U. §S., 
Canadian and Mexican offices 
under branch managers. 


Surveys Show Markets 


Looking into the postwar era 
with expansive hopes, Britannica 
has made surveys of 3,073 U. S. 
counties, and of 191 foreign coun- 
tries, in which it plans to sell 
what has become the Britannica 
family — the Encyclopedia, the 
Junior set for children up to 14, 
the Book of the Year, the World 
Atlas, and other publications now 
in the planning stage. 

The sales plan is based on pro- 
duction per week of salesmen in 
a given area. Studies of the sur- 
vey in the U. S. prove that a 


given number of salesmen, using 
the highly mechanized plan de- 
vised by Mr. Schoenewald, will 
sell so many sets per area in a 
specified time. The European sur- 
vey, made by research expert A. 
W. Morrison, revealed that 83 
European countries are worth- 
while markets. Those to be ex- 
ploited first are Britain, France, 
Italy, Sweden and Egypt. The 
latter will cover the Balkans. 
Probable markets are Germany, 
India, Australasia, South Africa, 
Cuba, Chile, Brazil, Colombia, Ar- 
gentina, Hawaii and China. 


Priced at $198—and Up 


Prices of the standard 24-vol- 
ume encyclopedia range between 
$198 and $225, but go higher ac- 
cording to binding. The Junior set 
is $100 and includes a dictionary 
and world atlas. The Book of the 
Year sells separately for $10 and 
the atlas for $20. Last year 30,000 
atlases were sold. 

Britannica, whose potential 
European sales are expected to 
equal U. S. sales, is not trans- 
lated into foreign languages, but 
its value to foreign purchasers is 
enhanced by the use of English. 
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English is increasing in foreign 
usage, Mr. Dolphin pointed out 
but foreigners have always wanted 
the English version both to ir. 
prove their understanding of the 
language and because they have 
felt the text would suffer in trans. 
lation. Intelligent foreigners, too 
are especially wary since the way 
of any translated material. 


May Sell 30,500 Sets 


While a “‘very conservative” es. 
timate of postwar European sales 
of Britannica sets is around 15,000, 
independent surveys by Mr. Dol- 
phin and Mr. Morrison concluded 
that in the first few postwar years 
sales will reach 30,500 for alj 
countries other than the U. § 
Although made under different 
conditions, the surveys varied by 
only 400 in their estimates. 

An investment of $2,500,000 is 
required to bring out an edition; 
if the company handles 25,000 or- 
ders a year, its sales volume 
reaches approximately $4,000,000, 

Merchandising of the Britannica 
has completed several cycles, be- 
ginning with the forlorn method of 
the original deviser, a poor but 
scholarly Scottish printer. His 
plan failed because he printed an 
edition every 20 years, with sales 
dwindling to nothing by the time 
a new edition was imminent. 


Taken Over by Sears 


Brought to America by its last 
British owner in 1902, it lan- 
guished until Sears, Roebuck took 
it over in 1914, reduced its size 
and sold it via mail order. Never- 
theless, this move did not restore 
its vitality sufficiently, and in 1920 
Sears bought it outright. 

Its first financial injection was 
provided by Julius Rosenwald, 
who gave Mr. Powell, then secre. 
tary-treasurer, the task of re- 
viving the book. With Mr. Yust, 
Powell discarded the policy of 20- 
year editions, replacing it with the 
plan of continuous revisions and 
yearly printings. 

What undoubtedly is the world’s 
most comprehensive editorial job 
today is handled deftly by Mr. 
Yust, who says, “Shucks, I’m just 
an ex-newspaperman.” Mr. Yust 
does not have to read every one 
of the encyclopedia’s 3,700 articles 
which use up 37,000,000 words, 
however, but handles the 8,000 an- 
nual pages of revision through a 
staff of fellows at the University 
of Chicago, to which Britannica 
was given by Sears in 1943. These 
readers report to Mr. Yust on 
whether revisions should be made 
and he determines what expert 
should be assigned to the task of 
reviewing and making any changes 
necessary. The changes call for 
annual replating of 900 pages of 
index in the encyclopedia. Mr. 
Yust’s editorial staff is comprised 
of 3,800 authorities from all parts 
of the world. 


Starts Junior Edition 


In 1934, Mr. Powell inaugurated 
the Junior edition, the Book of the 
Year and the World Atlas, and in 
the intervening 10 years he re- 
ports that sales have doubled. 
Britannica’s paper supply, fortu- 
nately, was based on a good year, 
and it is able to turn out in print 
what amounts to 3,000 tons of 
paper annually. The Book of the 
Year, 160,000 of which are being 
printed this year, ranks with the 
top sellers in fiction. 

The team of Benton, Powell, 
Yust and Schoenewald is abetted 
in its desire to expand Britannica 
publications as a cultural ane 
educational force by Robert M 
Hutchins, chancellor of the Un- 
versity of Chicago. Now under 


—— 


New (ndersourie 
Suck Racketeer 


\ Sound L tdi Web 


Advertisi 


vay and 
is one ¢ 
enterprise 
reat Bo 
urriculur 


Hea’ 


Assisted 
ns execut 
elaborate 
fortimer 
ffer suck 
onic Se 
Pergaeus, 
logica,” b 
translatior 
rchimed 
‘The Con 
ine, and 
Shandy,” 
‘Gulliver’ 
vorks of 
ophocles, 
Tolstoi, I 
pnd a séSl 
writers. 
Admitte 
eading, k 
nica boys 
vill be x 
sreater at 
In addi 
probable s 
he Bible 
backgroun 
usic and 
ibilities i: 
braphs_ by 
he first 
building o 
izeh, 


Consic 


Already 
ilms, Inc 
or educs 
fider po 
tepped il 
ield with 
rom Wes 
nan Kod: 
bguipment 
Doint to 
magazine 
Promoti: 
nder the 
and on t 
easons li 
Please” 01 
hame_ kf 
1entioned 
with plea 
et of enc: 
0 winner 
Dut so far 
he compa 
alesmen, 
adio tie- 
heless re 
las done 
On the | 
lica is ti 
leavyweig 
man Adve 
y MBS 
hicago. 
For the 
b full-tim 
lired Dal 
VGN, Ch: 
elations | 


Spo 
In April 
pened its 
‘Encyclop 
lon of C 
%,” 16 is 
ngs whic 
oMming Bi 
owing shi 
nN Chicag 
ollec tion 
ere it 
Chedule v 
ludes libr 
tums “an 
Nlerest is 
Magaz 
adio havi 


a. el : _ . ne ee ot ta rae ea ee Sea) as eau uct oo ~—=ere ad ‘ , 
=u & as f #e : os esa ie yee, Sais ' ie " 
a ae | i 
ee a 
| 
ee ee ee 
ee 
a 
} 
SS | | | 
Eee —————————eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeEEOEEEEEEEEEEEEOEOEEEEeeEeEe ee a 
: i 
CD Te. Al ei sang es C.-M ee eM Ri i ak de Ry Ro eg ao Yer 
ce Pan SS a tee ee is Nea ae —. ee ae ere be aes " ae a ai si liad et ne = alles 
oe OS Ra PMB 0 On a UlUlU!l es 
yes rj ON aaa EN OM ay cs ad 
es ie ig haha ae el eas . ae 
Ge: . aie ial Nee er. co ee a 
nthe Zz eee Fon, Se eee SO eed: ~ yaeemall 
Fi ees Riss tea a Oe, 3 rai wee + (ou eee Soe en 7 | SE a Oe = 
wi i ac 2 i © came as ROE he lee gic isi Fry fe ee sented om Sey. pa eealee > ere : - See, i 2 REE 
nati ga ale is a iy PE, ee SOSE Spam ea eee a i ee oe. Bice) Rees 
es aa Mie er Pe es IE Ec Msn. ori pee. ee en ~ORiiaiaae. 5 7” 3 
ee ee OO amateur CT ER ey eo ila! maz 
Ree ae, or ong es i Rly eee! EE ee ME ae a ea, ne. 
me ashe: ie 1 CU OW eae, bana, s ae asacet* Meg ll <a RIE pe PR os 7 ENR ree f é P bey 
ge ee. ane mee epee Cr Meader Bang ~ ae ‘ 
? , ig EE OP a ag eee ee 10 ies anil iy Se a 
? rts acs dingyrnrsr rn ares Pe ts ¥ ae Oe. oo i ‘ jp RR Pe 5 i gait oop 7a. -gihet 
og Pee Et ae ee aa Sentights,,, . oe : ; Pe a | aie ili ds SF 2k RS, 9 : : om 
d eee Pitaowae Ae ' 5 gn tt 8. cael oor Bil ii Base : io eee 
J Saas ; aati Pi, , i= age Ae ite iia. 
; oad Mess is : 
oti : 2 P « +2 IIS ss 5-5 5 ag : ss — ea sane "Vegi ee oe 3 Silico = 
ee BS i ; oe 2 Hise . gill ieee cat eee re aS er ae ee ; ‘ 
OORT Sg, <scttalSaa . etnie a . . A Sa pipe) ta : : } t 
me | gee aah ik eget pn join. ree. 
~ i Rta ae LS: Sa ny * a. ue i a. ‘ Bit) <> ee 
oe : hee oa ua eae a Be 50 —— ll a er a : a 
Ses i m Pee ne e ioe ee oe ected hee). cap eee A ES. F un TA tical Aa ataian _ er fle ae EE, aa 
ae ee ae oe Pa ; me Peat: re ape a ae ee ae se : een: Ne daeints ARR oo 
Rhian ae ee. ee cae eu a all . St eee: a as. ee Se 
pe 8 OE DO Oe emeear as ete Ee Lee ee s ut IN (gs ON so Dec a Te, 
al a pie, Shen aaegele i RTS LIN IE pee ae Laine per ee Me Pees eis 2 7 Bec; Ay) ee | 
? as Po teaeS OT i amee thie ea ee Fis acl i yale toes : ‘ in Rt a 1 a 2 aa : > 1 i" 
ie > : Do sui ae eae Na ihe on ibe é OS ae & <i Ae et sia ia a > ee 
one = ig Pri» sie — ey ks Tie ina, ae Ce Ge Fee ii ae ie A J i in wee a ae ghey Be aoe Sa Sa Sk. 5 se aaa 
i ye sete i ET. . ees eee SS ee lea i a 
al ee ceili Wed, te ae Bie re nS aeot m= ear P< SoM on cyte say. ing aa r midi toler $ 
“ae ie pelt ae a EE a Tie vee a oid seseanac! up Bi has he i ee a a. i 
il. cilia Ogee 8 ats. oa ee ae ebeeme a: i 
is ‘i Pe ine at he niga es epee ar ee oe! oe we SA ap els an RS al Loe ae sai Sinaia 4 f 
oi ee 3 OO A Rs ol - Fn eo oye ee oe SNe Piaeig ee eat" Teco stall sac 
ate ~ Re, a f ‘ ee. e pe Bre is : : Le Sg ba er Re ORME ik in dite ed) CE + 
Ss tie sy «ee iri psa MMI ail a a Se Peo: Se. ea Nl ~ cia 7 0 a, qa ee ue oar ee sta 
i ees ef 5 men i: 2 ih > oe RS eet alee kite k.  ~  e  OR Ri 6 58 e eael oe ee m <A 2 eee A ia ee SG 
a en ih a al cane a ee Se i. + ee. a niins atta 
; i ms Be lay Seer otk ee 8 ae a 
} 3 < ai ea ie - alle saad i F me ~ : ‘ es * Sree aia Ss eer © ae Sosa Feti T ee *~ ae 4 eae 
it Belt, Pa NP eagles en a a eae ee gas : PP ee ge ire Te e, } 
- Pep a ee . : eg cy 2 : BS “cise eine aa oh aie ail otgee ‘ c Fue rea > t 
mea He pa é on, ye 28 pees a pie sf Te ° a i? 
% adel at. Re oe a ‘ tae ST cae cr te i ie 
rare ai ers . ee ‘ * a awe ets Mae si 
iw ee j eH att _ r. cos of RR a le jak oii i ia ae sila y ig ra a 
; ope Spat a OM ae 4 elite ee . 3 : rT jee ae 2 TS ee > Daal alii eee oe | 
3 a oa : Seg hats ts -e é ee ee ke 4 ci Sai hin ah” bk ; see ae ae entity “ : oe 
sateen on \ 3. pctiod: ae Xe . OS ae eee ao OU ¢ ae : 
ee er 4 e = aly — * es pe Nr ; | 
ed ee 6 Ea i eee er BME nora he 2 ere ae - lee a bi” : 
ee Ee ee gre a eae Wee DR ete oe 
a. ‘<2 ee ; rs he const ce... eo a re eee F shale J i Came 3 ith al eae i 
j a eee PAW es ee ES ngs ama eo : soy ae EY A ee 8 | 
i ing Ras al a hp gall ° aes seat a eon EN as aa I... "ats aoa Bes <5 Ae a oF 
oe ‘ af > ee : - i ri “ees mn Mae > Bi “i = ra si as" 7 Spee. Ee ~<a a 
7 Lante ee es oc &. a fe 6 cng oe | ee. gis iil eee . Site. foe Sam “aj 
ge tt) i “is ee ak ee lS ae ae a eae os i er 
ad vie Pig phy = 7 ey — tl Metal hil . , 2 Agee Bae doe: - aoe at a 
|. Biko: (ee ih Te ee cA. : — ee . sees 7 oe Bppee ay 
’ er pin ig ae a a ~~ a a BERR i gm ne Pe eg Re oe aes 
: x ati! iit "3 daa, & r § Js | Stee ae aw FSi age ie Pete ees ee 7 
ae eis a eae ok eal ’ aes a ae _* i fee % ra go 2 eee Me eal eS te 
Tae aie a eek a. > Sage gee Te a a IE ie lees ee 
‘ hee a! aie as sah Wk at le ‘ Seg bt 1 rere ol ag hye Hh haat as Ee 5. fe 2 ee pee a i! < 
ee: tee earns at a . eee gh as ox ‘ghee Se RN Sees page ot N.S 
a ey awe j . he IR 65 aeRO talaga 
“ ste EOS gh +e. ’ one. iy Pan i Mh. 5 gee Rees? 
| Bais aig vet ae | ba ‘ 2 atm eee mer roe blac Sie ago iene OE eins oe tae One, 
7 a Pn . airs . | lie ae = ey ae ie —— A eee... ee is “Bae ce esl 
| * are ee ~ ae 4 Ee Pb 5 Sa egy ee eee eh Oe peu rapt 4 
= ie. ee ae. a LN Ah eu keg BET Oars iliac 
ae ed : aes : £ —— a Sag "Sie Se? oO ee . ‘ ie eee 
» cde . ea ie we uc a; P wteka te sie Oe fy bee ieee. — ee sak 
i ee” . ee. ee See ma pee ae ie ge 
i ee IES A Faw ee tte aaa er re. Ce at ie ee a gaey ot ee aa fe eee its a fa ‘ 
7 > es iol Whee 8 si f % Fd - as . i sake st © " r ’ . ne . + Ze < 
ee Fe Pee ee, ge S Ps wee ’ — eee > 3 A acon a ee * me eS = es 
ig. es fen. ge 4 ce . : F Ss ne we ea ‘ is a iy i Cl: |) , Fi ga 
ee ae eee .z [‘* s % si ae Phy "3 at Og ‘tg? ‘ A a ee ae mS OE RE te Mame & cade 
ey Bot ey See ae ial Vets 4 et peer ee gt, i Leo ye | Sr rc Cy pare Et. : 
gal bi Seale le ae” og te ROS oe “ee FOES 
: uae , ita 8S a eel 3 fee OR en” eed aay ; 
~~: eee ee | 
ie ‘ eg ee oe" ae oe ROSS are : ii ‘ i 
e rs “ a = erate 7 ass 2 gee ey eae a oa eee a 
tg es a A oe aa an = eR meee Ss ies 
ee a ee sp ee 7 ee. ee cae git eT ‘ike sii : “aan 
= ee ms ea Sa Cae Tiere nae me : 
rms “ “ae me aha ole (eS eo gare F 2 
OS ae hy ~~ : peat " : 
} pt NS ji e. 
asi 
ee - 
pC ' | 
} 
_ ‘ | 
eq y significant Z 
4 
“ werful § Saat lL Le 
. | | 
| J * per year 3 
‘ : fs a e 3 
; 15. WAN “HAs i 
e ~ ny é 
; rth Yn 
WO) ou ele 
P L 1 } i { | 
oy) P, / | 
; 7 wie a 
: og a'y’ | 
: ki ee i it \ ¥, 
a "Ee ; a 
° _€ 
Placa Risteechnn 
—— 6 fo 2 
y ote 0 the 
eee hee nate : | MIF gf ae 
Pres e suetiedieed Jaa. : 
_— and — mene | ea 
worth it! ‘ “a 
, . : DER pise® Th 
: ; FoR FO trinltT es 
° RITE ee to 
- Ls a : 3 4 : } w  woRLD aad bs 
FE 2 4% = s , q j 
: . é is, 5 : omy. " «<i j re Bs . ss ? i - < ~ a 7 
: ' 


Advertising Age, July 23, 1945 


yay and edited by Mr. Hutchins, 
is one of the next Britannica 
enterprises, a 62-volume series of 
reat Books, proposed as a basic 
urriculum for American schools, 


Heavy Reading Offered 


Assisted by Wallace Brockway 
41s executive editor, and with an 
elaporate index being prepared by 
fortimer Adler, Great Books will 
ffer such titles as: “Treatise on 
onic Sections,” by Apollonius 
Pergaeus, “The Summa _  Theo- 
jogica,”” by St. Thomas Aquinas, 
translations from the works of 
rchimedes and _ Aristophanes, 
‘The Confessions,” by St. Augus- 
ine, and will include “Tristam 
Khandy,” by Laurence Sterne, 
‘Gulliver’s Travels,” and_ the 
yorks of Shakespeare, Spinoza, 
ophocles, Rousseau, Thackery, 
rolstoi, Boswell, Milton, Locke, 
rnd a score of other classical 
yriters. 

Admittedly it will not be light 
eading, but because the Britan- 
ica boys are merchandisers, it 
vill be profusely illustrated for 
reater attraction. 

In addition, in the more than 
probable stage is a new edition of 
he Bible, with an encyclopedic 
background, and encyclopedias of 
usic and art. In the realm of pos- 
ibilities is a series of model photo- 
pbraphs by Norman Bel Geddes, 
he first of which depicts the 
building of the great pyramids of 
izeh, 


Considers Films, Magazine 


Already Encyclopedia Britannica 
ilms, Inc., is planning color films 
or educational purposes on a 
wider postwar basis, having 
tepped into the educational film 
ield with its recent acquisitions 
rom Western Electric and East- 
nan Kodak of film libraries and 
Pquipment. Mild rumors, too, 
point to Britannica backing a 
nagazine in the future. 
Promotion-wise, Britannica 
nder the new regime has got its 
and on the throttle. For several 
easons listeners to “Information 
lease” on NBC have heard the 
hame Encyclopedia Britannica 
1entioned often during each show 
with pleasurable recognition. A 
et of encyclopedias is given away 
0 winners on the quiz program, 
but so far the promotion has cost 
he company only 1% sets a week. 
salesmen, not allowed to use the 
adio tie-up as a wedge, never- 
heless report the identification 
las done a good job for them. 
On the Mutual network, Britan- 
lica is tied up with a mental- 
leavyweight sustainer, “The Hu- 
man Adventure,” sponsored jointly 
y MBS and the University of 
hicago. 

For the first time Britannica has 
} full-time publicity man, having 
lired Dale O’Brien, formerly of 
VGN, Chicago, to head its public 
elations department. 


Sponsors Art Exhibit 


In April of this year, Britannica 
pened its first ar exhibit. Titled 
‘Encyclopedia Britannica Collec- 
lon of Contemporary American 
Art,’ it is a collection of 120 paint- 
ngs which will illustrate forth- 
oming Britannica volumes. Fol- 
Owing showings of the paintings 
n Chicago and New York the 
ollection was sent on the road, 
ere it now has a four-year 
Chedule with an itinerary that in- 
ludes libraries, fairs, schools, mu- 
tums “and any place where any 
hlerest is shown in seeing it.” 

Magazines, newspapers and 
adio have rivaled each other to 
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give the exhibit space. In addi- 
hibit at $2 and a color and bound 
edition published by Duell, Sloane 
& Pearce at $5 are practically sold 
out, 

Advertising of the Britannica 
publications is mostly direct mail, 
with magazine promotion confined 
to two ads annually in Life and 
some space bought in educational 
periodicals. 


Sales Manual Is Complete 


Britannica, in the main, thinks 
of itself as a selling organization, 
albeit a cultured one, and under 
Mr. Schoenewald has developed 
into one of the finest sales mech- 
anisms extant. Nothing is left to 
chance in the Schoenewald phil- 
osophy of selling. He has his own 
books—sales manuals—which are 
comprehensive work sheets for 
every one in the sales end of the 
business to follow minutely. His 
operating manual, with 27 pages of 
index, covers such abstruse prob- 
lems as how a new secretary in a 
branch office should wrap and 
mail an emergency package dur- 
ing the Christmas rush, to the de- 
tailed needs of a new manager 
moving into new office space. A 


| hammer, nails, twine, screw driver, | 
tion, a 248-page catalog of the ex- | 


etc., are listed as essentials along 
with desk and stationery. 

From the salesman’s manual 
branch managers study the ap- 
proved way to hire a man, how to 
prepare and place want ads, how 
to talk to a prospective salesman, 
how to instruct a new man, how 
to arrange the chairs and conduct 
a sales meeting, how to program 
a salesman’s day, the best tele- 
phone technique, the answers to 
the majority of arguments difficult 
prospects will present, etc. 


Find Best Salesmen 


Former book salesmen, oil bur- 
ner and electric appliance sales- 
men, insurance solicitors and edu- 
cators with a flair for selling, are 
best suited to sell Britannicas, it 
was found. Some of this type sell 
best to professional men, others 
are best in house canvassing, or 
in selling plant groups. 

While most of the prospects, 


other than those suggested by new | 
customers, are taken from tele-| 


phone lists, the method of de- 
termining the prospects is simple 
and efficient. Salesmen are given 
booklets that list every telephone 
book in the U. S. From these they 
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select the professional names, the | Sponsors Pittsburgh Show 


architects, doctors, lawyers, etc.,| 


and the home names from those| | 
located on streets in the better|tising and commercial art inter- 


neighborhoods. 


/ Most Are Time Sales 


For the benefit of local adver- 


|ests, Chatfield & Woods Company 
sponsored an exhibition of adver- 
|tising art selected from the 23rd 


Despite this apparent discrimi- 
nation, as it works out 82% of the 
sales are made to families with 
incomes below $5,000, and less 
than 3% to those with incomes 
above $10,000. 
sets are sold on time. 


And 80% of the, 


annual national exhibition of ad- 
vertising art of the Art Directors’ 
Club of New York. Forty-one 
original drawings and reproduc- 
tions were shown during the ex- 
hibit, July 9-13, at the Hotel 


| William Penn. 


| 


Outdoor Advertising 
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NEW ENGLAND 


BIRCH-BOSTON ) 
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JULIE BENELL, center, 
writer, producer and di- 
rector of ‘‘Women Com- 
mandos”’, interviews 
Oklahoma’s Governor 
Robert S. Kerr, and 
Maj. Gen. Richard Don- 
ovan, 8th Service Com- 
mand, 


Serves Oklahoma Women with Programs 
Packed with Ideas, Information, Inspiration 


As WOMEN’S INTERESTS have expanded 

a hundredfold in the past decade and a 
half, WKY has been with them in action, ahead 
of them in thought. 

Today, WKY is serving the diverse interests 
of Oklahoma women in their homes, their fami- 
lies and themselves in many ways. 

Since the beginning of the war, the part of 
Oklahoma women on the home front has been 
guided, directed and recognized by a program, 
“Women Commandos”, which for the second 
straight year has received top national recog- 
nition in the field of public service by the 
Public Utilities Advertising Association. 

“Women Commandos”, be~ides being the of- 
ficial information program of the Red Cross, 
OPA and WAC recruiting, and information 
outlet for other war-related organizations, has 
honored more than 2,000 Oklahoma heroes, con- 
ducted programs from nearby military and 
naval hospitals, collected more than 11,000 
fountain pens for service men, and performed 
innumerable other services. 


But this is only one five-a-week program on 
WKY and only one phase of this station’s 
service to women. 

Oklahoma women listen six days a week to 
Helen Barr for information and ideas on home 
decoration, gardening, cooking, beauty and 
dressmaking; and to Mrs. Edyth Wallace each 
Saturday for advice on child and home prob- 
lems; and to the Farm Reporter program for 
ideas and suggestions of special interest to 
farm women. 

WKY, by sensing its obligation to serve all 
segments of its audience, has made itself a 
source of practical helpfulness to all women all 
over Oklahoma. 


WKY ¢ OKLAHOMA CITY 


OWNED, OPERATED BY OKLAHOMA PUBLISHING CO. 
The Oklahoman and Times - The Farmer-Stockman 
KVOR, Colorado Springs - KLZ, Denver (Affiliated Mgmt.) 
REPRESENTED NATIONALLY BY THE KATZ AGENCY. 


JULIE BENELL interviews a blinded G.I, in occu- 
pational therapy ward of a nearby military hospi- 
tal as a monthly feature of her “Women Com- 


mandos’’ program, 


HELEN BARR is WKY’'s Home Service Director, 
covers many phases of women’s interests in their 
homes, gardens and personal appearance. 


ay 


MRS. EDYTH THOMAS WALLACE, left, nation- 
ally known authority on parent and child problems, 
dramatizes family problems through the Smith and 


Brown families. 


FARM WOMEN are attentive listeners to WKY's 


Farm Reporter program Abe Edd Lemons, di- 
rector interviews home demonstration agent and 
farm woman on cheese making 
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Wartime Industry 
Shifts Not Great, 


WPB Survey Shows 


Twenty New Areas 
Listed; 10 Cities 
Get Third of Funds 


Washington, July 18.—Centers 
of industrial activity and indus- 
trial labor have shifted far less 
than popularly imagined under 
the impact of wartime invest- 
ments that nearly doubled 
value of the nation’s plant facili- 


ties, WPB demonstrated today, in' and Texas, and none in New Eng- 


|a report on “Geographic Distribu- 


tion of Manufacturing Facilities 
Expansion,” covering the period 
from July, 1940, to May, 1944. 
Painstaking and detailed, the re- 
port reveals that 93% of the 
$20,300,000,000 poured into 179 
areas that contained 84% of the 
nation’s prewar manufacturing 
wage earners, and produced 81% 
of its prewar manufactured prod- 
uct. Prewar manufacturing plants 


;are valued at a net of $21,300,- 


the | 


000,000 after depreciation. 


Most Goes to New Plants 


As war industry concentrated 
in prewar industrial areas, WPB 
observed, the staffing of war 
plants resulted in population 
shifts from small cities and rural 
areas. However, the report recog- 
nized only 20 new “manufacturing 
areas,” more than a third of them) 


in Arkansas, Louisiana, Oklahoma | 


land, mid-Atlantic or the Pacific 


| states. 
Concentration of the wartime 
|spending was determined, WPB 
|said, “by strategic and economic 
considerations,’ with the need for 
top speed suggesting the use of 
states and areas where labor, 
|transportation and housing have 
| been established by similar indus- 
tries operating before the war. 

Illustrative of the degree of 
conformity between prewar and 
wartime industrial expansion was 
the observation that more than 
a third of the money went into 
10 of the nation’s leading indus- 
trial cities: Chicago, Detroit, New 
York, Philadelphia, Los Angeles, 
Houston, Pittsburgh Cleveland, St. 
Louis and San Francisco. State- 
wise, Ohio, Pennsylvania, Michi- 
gan, Illinois, New York and Texas 
were on top. 

Over half the authorizations for 
“new plants,” as contrasted with 


SURVEY of 
2500 Independent Tire Dealers 


Shows their Post-War Plans will affect Makers 
of Batteries—Spark Plugs—Car Accessories— 
Electrical Household Appliances—and Many More 


‘TIRE REVIEW 


We asked 2500 Tire Review subscribers — typical 
among America’s ACE tire merchants — about their 
post-war plans. The net results are presented in 
three recent issues by an outstanding, unbiased, 
independent tire economist. 


Every advertising agency, manufacturer, sales and 
advertising department in thousands of lines will 
benefit by knowing more about this booming sector 
of dealerdom. 


Tire dealers are expansion-minded; want new lines 
to sell old customers; have long sales experience, 
ample capital, solid reputations, and plenty of com- 
munity prominence. They are ideal dealers for any 
line they accept. 


Tire Review leads in these sustained, well docu- 
mented, costly, original market studies. It carries 
the most advertising, most advertisers, often double 
the news and editorial pages of paper #2; in June 
it carried TWELVE TIMES as many news and 
editorial illustrations as paper #2 (109 vs 9). Its 
news and editorial scope, range and depth eclipse 
everything in or near its field. 


After we serve present clients, we can accept a 
limited number of new accounts—on present 
paper quota. We advise immediate orders if you 
wish to cultivate this prime, potent, powerful market 
— a virgin market for many, perhaps for YOU. 


For example — Max M. Gilman, former president of Packard 
Motor Car Co., has just joined General Tire and Rubber Co. 
W. O'Neil, president of General, states in July Tire Review: 
“...Gilman will study the post-war market potential with a 
view to adding allied products to our post-war line.” At least 
12,000 quality tire merchants will be open for new lines — many 
are right now. Reach them through Tire Review. 


THE No. 1 BUSINESS PUBLICATION FOR TIRE AND 
SUPER SERVICE STATIONS 


a CCA) 
31 NORTH SUMMIT ST., AKRON 8, OHIO 


LOS ANGELES — J. H. Tinkham, 1406 S. Grand Ave., Tel. Richmond 6191 
OTHER BABCOX PUBLICATIONS 


BRAKE SERVICE—SUPER SERVICE DATA BOOK—TIRE REVIEW CONVENTION DAILY 
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RETAIL COMMITTEE—Pictured above are some of the members of the 
retail committee of the Bureau of Advertising, ANPA, at the recent meeting 


in New York. Standing, left to right: 


Gordon Grant, research director; Don 


Bernard, Washington Post; Mary Elizabeth Lasher, publicity director; George 


Steele, Philadelphia Bulletin, and James Brumby, Atlanta Journal. 


Seated: 


George Grinham, St. Louis Globe-Democrat; W. H. Moore, Detroit News: 

Charles J. Davis Jr., Providence Journal and Evening Bulletin; Hollis Nordyke, 

Tribune, Ames, la.; Roy Moore, Brush-Moore Newspapers, and George 
Stewart, Observer, Washington, Pa. 


“expansions” or 
were concentrated in the East 
North Central, Mid-Atlantic and 
West South Central regions. Half 
the “expansions” went to the Mid- 
Atlantic, East North Central and 
South Atlantic regions, while half 
the funds for “conversion” went to 
the East North Central region, 
which includes Michigan, Ohio, 
Illinois, Indiana and Wisconsin. 

New plant investment accounted 
for $13,900,000,000; ‘expansion’ 
for $4,200,000,000, and “conver- 
sion” for $2,200,000,000. 

The 86-page report contains | 
minute information down to the| 
county level, on the investment in| 
new, expanded and _ converted 
plant facilities, by type of industry 
and method of financing. Its de- 
tailed appendix includes separate 
maps showing by industry the lo- 
cation of new shipbuilding, ord- 
nance, iron and steel, nonferrous 
metals, machine tools, and chem- 
ical and petroleum facilities. 

Material has been included to 
highlight such features as areas 
depending on a single munitions 
plant, or the ratio in a particular 
industrial area of “new” wartime 
construction to “expanded” con- 
struction. The report is available 
from the WPB program and sta- 
tistics bureau, facilities branch, 
Washington 25, D. C., and repre- 
sents an analysis and expansion | 
of an earlier report, ‘Facilities | 
Expansion,” released last fall by 
WPB and the Bureau of the Cen- 
sus in the “Facts for Industry” 
series. 


Metal Industry Shifts 


While the East North Central 
and Mid-Atlantic states made a. 
good showing in the total amount 
of wartime investment they re- 
ceived, the report observes that| 
they fell behind percentagewise 
from their prewar position in the| 
metals and metal products indus- 
tries, which moved toward the 
coastal and southwestern regions 
under the influence of the ship-| 
building and aircraft program. 

Aircraft production facilities ex- 
pansion, largely as a result of con- 
version of the automobile indus- 


“conversions,” 


| try, concentrated primarily in the! 


East North Central and Mid-At- 
lantic states, WPB found. While 
the Pacific and West South Cen- 
tral regions show a large share 
in aircraft deliveries, the relatively 
low cost of constructing assembly 
plants left them far behind in 
industrial investment. 

Iron and steel concentrated in 
Pennsylvania, Ohio, Illinois, Utah 
and California; synthetic rubber 


centered in the southwestern 
states, with Texas having 41% 
of the total plant investment: 


aviation gasoline predominately in 
the West South Central region; 
aluminum and magnesium in 
seven states: New York, Ohi 
Michigan, Texas, Nevada, Wash- 
ington and California. Machine 
tools expansion was notable 
Ohio, Michigan, Pennsylvania and 
Connecticut. 


Airplane Investment Largest 


By industry, aircraft accounted 
for the largest investment by a 
wide margin, involving $3,755,- 
265,000 of government and private 
funds. Other permanent indus- 
tries requiring important capitali- 
zation were: Ships, $2,489,000,- 
000; iron and steel, $2,109,000,000; 
nonferrous metals, $1,500,000,000; 
chemicals, $1,120,000,000; electri- 
cal equipment and _ appliances, 


$863,000,000; aviation gas, $764,- 
000,000; synthetic rubber, $718,- 
000,000; cambat motor vehicles, 


$620,000,000; machine tools, $344,- 
000,000; coal and petroleum, $255,- 
000,000, and food, $152,000,000. 
The report reveals important 
gains for New England in such 
hopeful postwar fields as electrical 
equipment and appliances as well 
as in machinery, machine tools 
and shipbuilding. The mid-At- 
lantic states made important 
strides in electrical equipment 
and _ appliances, miscellaneous 
manufacturing, machinery, 
building and guns; the East North 
Central industrial area in elec- 
trical equipment and appliances, 
motorized vehicles, aircraft, ma- 
chinery, machine tools and guns. 
Food processing and ordnance 
settled in the West North Centra! 
states; miscellaneous manufactur- 
ing, chemicals and _ shipbuilcing 
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lies. Iron Mountain 


Escanaba 
Over 
51,000 net 
paid circu- 
lation daily— 
no duplication— IRON 
at only 28c per 
line. 


35 E. Wacker Drive 
CHICAGO 


THIS RICH MARKET 


Remote from any large city—beyond the 
influence of metropolitan papers— 


MICHIGAN'S UPPER PENINSULA 


ESCANABA PRESS 
HOUGHTON MINING-GAZETTI 


MARQUETTE MINING JOURNA- 
SAULT STE. MARIE NEWS 
EFFECTIVE COOPERATION GIVEN ADVERTISERS 
WRITE: 
SCHEERER & CO. 


Member American Association of Newspaper Representatives 


Sault Ste. Mee 


can be effectively covered © 
through the strong combina 
of the 
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MOUNTAIN NEWS 


441 Lexington Av* 
NEW YORK 
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n the South Atlantic; and syn- 
hetic rubber, nonferrous metals 
nd explosives in the East South 
‘entral region. 


Ohio Heads State List 


West South Central states (Ar- 
-ansas, Louisiana, Texas and 
)klahoma) acquired a variety of 
justries, including synthetic 
ubber, aviation gasoline and pe- 
roleum products, and chemicals. 
fountain states got nonferrous 
netals and steel, and the Pacific 
tates shipbuilding, aircraft, avia- 
ion gasoline, nonferrous metals, 
petroleum products and food proc- 


pssing. 

Regionally, the East North Cen- 
ral states easily outranked the 
thers, with Ohio getting more 
han any other state in the union, 
:1.677,000,000 worth of facilities; 
vith Michigan $1,548,000,000; Illi- 
nhois $1,490,000,000; Indiana $1,- 
25,000,000, and Wisconsin $459,- 
0,000, for a regional total of 
'5,200,000,000. The Mid-Atlantic 
tates aS a group were second with 
3.811,000,000, Pennsylvania ac- 
ounting for $1,675,000,000, New 
fork $1,382,979,000, and New Jer- 
ey $753,000,000. 

The West South Central states, 
ith $2,153,864,000, were third, 
ith all the other regions except 
he mountain states registering at 
east $1,000,000,000 worth of new 
r expanded plants. 

The story of industrial concen- 
ration and disposition can never 
e told adequately by an analysis 
mited to states and regions, WPB 
rarned, pointing out that manu- 
acturing is not spread throughout 
he state, but is concentrated in 
ge cities, or clusters of small 
ities, or along a lake shore. 


Lists Largest City Areas 


By way of illustration it shows 
at 11 manufacturing areas—De- 
oit, Chicago, Cincinnati-Dayton, 
uffalo, New York, Los Angeles, 
leveland, Hartford - Springfield, 
ndianapolis, Kansas City and 
Dallas-Ft. Worth—have aviation 
pcilities valued at $100,000,000 or 
stter. 

Shipbuilding, it found, concen- 
ates on the Atlantic side, at 
ew York harbor, Philadelphia 


l-—nd the Delaware River ports, 
- Massachusetts 


Bay, Hampton 
oads and Baltimore; in the Gulf 
Mobile and Galveston bays; 
md in the Pacific at San Fran- 
sco Bay, Los Angeles, Puget 
ound, and Columbia River. 
Iron and steel went largely to 
tablished centers: The Chicago- 
outh Shore area, Pittsburgh, the 
hiladelphia area, and Los An- 
les. The exception was the 
194,000,000 plant at Provo, near 
alt Lake City. 
Nonferrous metals centers are 
as Vegas, Detroit, Spokane, 
ouston, Chicago and Cleveland; 
1% of the new machine tool 
lants are in established centers 
New York, Detroit, Chicago, 
leveland, Hartford and Phila- 
elphia. New chemical and petro- 
Pum processing centers are Hous- 
n, Beaumont-Port Arthur, Los 
ingeles, Baton Rouge, Philadel- 
hia, Louisville, Charleston, W. 
a, Pittsburgh, Amarillo-Berger 
md St. Louis. 
The report lists 26 areas in war 
ork solely on the basis of new 
fants, and 36 additional areas in 
hich 90 to 99% of the war work 
in new plants; 20 with 80 to 
Py new plants. 


Dallas News’ Buys Site 
The Dallas News has purchased 
200 x 1,000-foot site on Young 
\, adjacent to the Dallas Union 
lation, on which it will erect a 
ew plant after wartime building 
strictions are lifted. The land, 
Wilding and new equipment will 
out $2,000,000. 


SS < o 


‘Plants in TORONTO - MONTREAL: WINMIFEG 


Gundell to Address 
Carolinas’ Ad Execs 


Glenn Gundell, advertising and 
promotion manager of The Satur- 
day Evening Post, will be the ban- 
quet speaker, talking on “Today’s 
Advertising and its Effect on To- 
morrow’s Market,” at the annual 
mid-summer conference of the 
Carolinas’ Advertising Executives 
Association. The meeting will be 
held at Sedgefield Inn, Greens- 
boro, N. C., July 27-28. 

Other speakers include Frank P. 
Kendall, vice-president, National 


Research Bureau, Chicago; Lee} 
Ward, Ward -Griffith Company, | 
New York; Howard Boyce of the 
War Finance section, Treasury | 
Department, and E. N. Pope,| 
president of Public Utilities Ad-| 
vertising Association. 


Sargent Names Foster 

W. H. Foster, for the past two 
years sales and promotion repre- 
sentative in Illinois for Sargent & 
Co., Des Moines, feed manufac- 
turer, has been appointed adver- 
tising and sales promotion man- 
ager. 
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as a supplementary station to the 
basic network, effective Sept. 1, 
bringing the net’s total of stations 
to 153. WTRC has a frequency 
of 1340 kilocycles and operates on 
250 watts. 


Joins Waterbury Daily 

J. Maxim Ryder, advertising 
manager of the News, Republican 
Union, and the Sunday Union & 
Republican, Springfield, Mass., has 


been appointed general manager | Ae 

of the Democrat, Waterbury, | 

Conn., succeeding John Hayden, | Goldblatt Buys Logan 
who has retired after 40 years| Goldblatt Brothers, Inc., Chi- 


with the daily. cago, has acquired Logan depart- 
‘ ment store, Chicago, as the first 
WT . | step in its postwar expansion pro- 
RC Joins NBC Network gram. Purchase of the Bho 
WTRC, Elkhart, Ind., owned by| store brings to 15 the number of 
the Truth Publishing Company,| department stores in the Goldblatt 
will become affiliated with NBC) chain. 


THE IMPORTANCE 
OF 
BEING ACCURATE 


By constantly striving for conspicuous 
accuracy in everything, the Hearst 
Newspapers in New York and Chicago 
have justified the confidence they hold 
among the families in America’s first 


two cities. 


That these families prefer their news 
as these two newspapers present it is 
shown by their dominance of the eve- 
ning circulation in these great markets. 
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EWSPAPERS 


IN NEW YORK 
THE JOURNAL-AMERICAN 


EVENING AND SUNDAY 


REPRESENTED NATIONALLY 


BY THE HEARST ADVERTISING 


IN CHICAGO 
THE HERALD-AMERICAN 


EVENING AND SUNDAY 


SERVICE 
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Outline Roebling Plans 


A 32-page insert in a recent 
issue of the Times, Trenton, N. J., 
tells how Trenton’s largest in- 
dustry, John A. Roebling’s Sons 
Company, maker of wire rope, 
plans to expand its facilities, in- 
crease its sales and reabsorb its 
veterans. The insert was prepared 
by Rickard & Co. New York, 
Roebling agency, and printed in 
the Times plant. 


Heaton Elected 


Maurice Heaton, vice-president 
of Williams, Lawrence & Cresmer, 
has been elected president of the 
Los Angeles chapter of the As- 
sociation of American Newspaper 
Representatives. He succeeds Karl 
Shull of Paul Block Associates. 


Sketches by ‘Chronicle’ 


The San Francisco Chronicle 
has reprinted a series of person- 
ality sketches, written by Carolyn 
Anspacher, on delegates to the 
recent San Francisco peace con- 
ference. The 40-page booklet is 
being distributed to delegates and 
advisors to the conference and is 
available to others on request. 


Case Joins Basca 


R. W. Case Jr., for the past 12 
years advertising and sales de- 
velopment manager of Thermoid 
Company, Trenton, N. J., has been 
appointed sales manager, Merit 
division, Basca Mfg. Company, 
Indianapolis. He will direct sales, 
advertising and merchandising of 
Merit exhaust systems. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


Starts New Campaign 
for Decoware Products 


The Decoware division of Conti- 
nental Can Company, New York, 
is distributing a brochure, “Date 
with Decoware,” to 10,000 hard- 
ware, chain, house furnishing and 
department store buyers to tell 
what they can expect in postwar 
decorated metal ware for homes. 

The eight-page illustrated book- 
let says the line was adopted after 
a nationwide survey of buyers’ 
opinions by the Elmo Roper or- 
ganization. Orders are not yet 
being taken, since Decoware 
plants are still engaged in war 
work, but when production is re- 
sumed the line will be backed by 
Continental’s national advertising. 


Beverage Papers Elect 


Beverage Publications of Amer- 
ica, newly formed trade group for 
publications in the alcoholic bev- 
erage field, has elected Jack H. 
Treuhaft, Beverage Times, New 
York, president; James L. Rogers, 
Beverage Industry News, San 
Francisco, vice-president, and H. 
William Johnson, Tavern News, 
Chicago, secretary-treasurer. 


LET’S get realistic about 


this Boston market. Let’s forget old 
prejudices and misconceptions. Mass-ive 
sales in Boston, as in any major market, 
‘stem from mass districts where mass population 
is concentrated. Take a look at a typical 
segment of Boston’s well-known rental areas. 
Do you think it’s swank Brookline, Newton 
or Wellesley (average rental $78) that account 


for majority sales? No! It’s Cambridge (average 
rental $37), Somerville (average rental $29) and all 
the other mass population areas of medium and low 
rentals and incomes which make 88% of all retail 


sales in the entire market. The dominant coverage of 

the Record-American with its over 500,000 circulation, 
reaches, influences and SELLS these tremendous 

buying groups — 81.5% in Cambridge, 55.8% in 
Somerville and the same proportionate coverage in other 


mass population areas. The Sunday Advertiser’s nearly 


600,000 circulation, too, matches this same circulation 


pattern! This is /eadership in the mass-millions 


market that dollar-for-dollar guarantees your greatest 


return on your Boston advertising investment! 
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FOR EVERY CORONA... 


PLUS CIRCULATION... PLUS COVERAGE... 
AT NO EXTRA COST! 


Rate Mil. 
Record-American, 513,701 $.60 | $1.17 
Post, 395,473 60 | 1.52 
Herald-Traveler, 357,027 60 | 1.68 
“Globe, 304,157 60 | 1.97 
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Wartime Profits 
of Industry Too 
High, Farmers Say 


New York, July 18.— Farmers 
believe that wartime industry has 
been making too much profit — in 
some cases as high as 58%—ac- 
cording to the second Association 
of National Advertisers farm 
opinion survey report, “What the 
Farmer Thinks of Business.” 

The report, based on _ studies 
conducted by Crossley, Inc., gives 
estimates of business profits rang- 
ing from 34% by truck farmers 
to a high of 58% by grain farmers 
—five to eight times the profit 
business actually makes. When 
asked how much profit they think 
industry should make, their esti- 
mates still double the real profit, 
the ANA agricultural committee 
points out. 


Believe 15% Profit Fair 


The 2,907 farmers questioned by 
Crossley estimate industry’s aver- 
age profit to be 37%, and believe 
that it should make 15% in war- 
time. Of all those questioned, 49% 
believe wartime manufacturers 
have been making too much profit, 
24% believe they have earned a 
fair profit, 1% believe the profit 
is too small, and 26% do not 
know. The top economic levels 
of the farming groups are the 
most positive — 54% — in their 
opinion that too much profit is be- 
ing made by business. 

Only a fourth of the nation’s 
farmers expect a decrease in farm 
production postwar, whereas 60% 
expect to increase or maintain the 
present volume, the survey shows. 
At the same time, the majority of 
farmers expects the prices of farm 
products to decrease. 


Lower Prices Seen 
Farmers also expect the output 


of factories to increase, with a 
corresponding decrease in prices 
of manufactured products. Pros- 


perity of business and farming are 
closely linked, farmers agree, and 
a majority believes business and 
farming are in closer agreement 
than they used to be. 

More than three-fourths of the 
farmers prefer “business rather 
than government” on the question 
of who should operate, postwar, 
the government-owned manufac- 
turing facilities acquired during 
the war. They believe private 
management will do a better job 
of running business than will the 
government. 

Of all the farmers queried, 45% 
belong to one or more coopera- 
tives and members are uniformly 
satisfied with the services pro- 
vided, the study reveals. Coop- 
erative membership increases as 
the farmers’ economic level im- 
proves, 


Okay Experienced Veterans 


Resettlement of veterans on 
farms with the backing of govern- 
ment credit is approved by the 
farmers if the veteran has had 
farm experience, but is disap- 
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proved, by a 2 to 1 majorit 

the veteran had no previous e 

perience. 
Forty-seven per cent of th 


2,907 interviews disclose tt}, 
farmers believe there wil] } 
“plenty of jobs” after the wa; 
27% anticipate “lots of unem)|oy 
ment”; 11% are “in between” 9, 
this question, and 15% are yw 


decided. 

Asked what sources of info: m, 
tion gave them the most pra 
help in farm operations, fa) 
voted farm publications first 
other media in this ord’r Radig 
state and government sulletin; 
newspapers and manufacturer; 
literature. 


Ad Samples Shown 


The survey reproduces sever, 
outstanding samples of advertise 
ments by national advertiser 
supporting free enterprise ay 
aimed at creating a better unde; 
standing between farmers and ip 
dustry. 

The studies were directed by ; 
14-man ANA agricultural com 
mittee headed by A. C. Seyfarth 
manager of the consumer relation 
department, International Har 
vester Company, Chicago, wit 
financial help and counsel ex 
tended by the Agricultural Pub 
lishers Association. 


Ohlmacher Named V.P. 


of Meldrum & Fewsmith 


H. H. Ohlmacher, who _ joine 
the Cleveland agency two year 
ago, has been appointed vice 
president of 
Meldrum & 
Fewsmith and 
Willi B68 tn 
charge of its 
creative  writ- 
ing division. 

Prior to join- 
ing Meldrum & 
Fewsmith, Mr. 
Ohlmacher 
wrote and di- 
rected produc- 
tion of VU, 3. 
Navy training H. H. Ohl mache 
films for the Loucks & Norlin 
Studio, New York, which h 
joined after spending 15 year 
with Brooke, Smith, French 
Dorrance, Detroit and New Yor! 
most recently as vice - preside! 
and account executive. He als 
was associated with Burroug 
Adding Machine Company at De 
troit. 


Witt 


Begin Lubrication Paper 

American Society of Lubricatio 
Engineers has just launched th 
first issue of Lubrication Eng 
neering, which will be publishe 
quarterly as the society’s officia 
organ. Prof. B. H. Jenning 
Northwestern Technological Insti 
tute, Evanston, IIl., is editor, an 
Alfred Chadburn, 1008 Time 
Star building, Cincinnati, is ad 
vertising manager. 


Four Join KBS 

With the addition of four sta 
tions, affiliates of Keystone Broaé 
casting System now total 2 
New members are WKLA, Lué 
ington, Mich.; WRLD, West Poll 
Ga.; KONP, Port Angeles, Wasi 
and WHNC, Henderson, N. ©. 


10% of Oklahoma’s Counties Show Gain in Sales {at 


KVO00’S 


DAYTIME 
HALF-MILLIVOLT 
AREA 


*Source Oklahoma State Sales Tax Report. 


As compared to 55°/, increase in other Oklahoma coun 'e® 
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Eastern Aircraft 


Hearst Shifts Taylor 
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Company, Chicago, has compiled, tion will probably be interna- | “Terrific Tips to the Teen Miss,” 


Pe 


pany, Grant Advertising, Ruth- 
rauff & Ryan and Campbell- 
Ewald Company. 


COM, 


: a booklet outlining the develop- | tional. also is being offered. 
™ Like R di eee ee gee = ment and results of those policies, | eneeuaaneie ie 
bd appointe aylor, recently Of| jncludin rofit - sharing plans, | . 
a Mfrs. ixe aalo; the Chicago office, as manager of | jength .. grtnn= find ete labor- babes Up * = sary comeeiag Appointed 
. Pictorial Review in the Detroit; management roups vacations | uttner & Kuttner, Chicago arris V. Hanson, in the repre- 
West to Vote Next territory. In addition, he will! and mage Ao ~ | agency, is launching a national! sentative business for 20 pe ss 
pl York. 3 19.—East have charge of sales there for the ssi Jeampaign mag Princ gy ame “Aeiceee’ | “ped joined ~ Chicago office of 
Ploy New ork, July .—Eastern | Los Angeles Examiner, San Fran- create y Meri Carole icago, yrenzen & Thompson, Inc. 
: °@ sireraft manufacturers are in fa-| cisco Examiner and Seattle Post- Promotes Banana Cereal with an appeal to the teen-age eS 
* UNG or of network radio this fall af- | Intelligencer. Banana-Rette Corporation, New| feminine market highlighted by a| Joins Mever Both 
mag te auditioning two sample pro- —_—_—_———_. York, has appointed Alvin Gard- Mog’ Chart” ne agg each | . : hel . ° 
“Borams yesterday at a meeting . «os ner Company, New York, for a| Teen Miss preparation. ec roid ran onahue, formerly with 
aa he re of the Aircraft Industries Outlines Employe Policies forthcoming nationsa campaign on|helps_ the young consumer de-| the display staff of the Re publican, = 
‘et \ sociation. However, no decision| In response to requests for in-|a new breakfast cereal, made from | termine her “eye-batting” average | Waterbury, Conn., has been named ee 
2 win on the joint project will be forth-| formation on its personnel poli-| bananas, corn and whole wheat|and offers a test revealing her|eastern sales representative of jae 
’ tin coming until western aircraft|cies, Ilg Electric Ventilating! flour, as yet unnamed. Distribu-| “date rate.” A 24-page booklet,! Meyer Both, Inc., in New York. a 
urerg™ manufacturers have voted on the 
; idea at a — ” Fn hgh co - 
Coast tentatively scheduled for ae 2 ; ; = 4 a 4 
cat 4 NT EP a ie 
vera interest in such a program, cost- ae 9 a 
rtisegg ing a reported $1,000,000 an- ty meee eg a a a ‘q 
rtisergg nually (AA, June 18), was an- < oe, ie ee age g ~ = q 
anqnounced in June at which time i ¥ : He 4 a a 
indegg five advertising agencies were i - aa a. 2 
ad in planning to submit shows to the enn cll a ; " : a 
gro .-* Those agencies were Dan- si 
cape Gent Advarinng "nth IMPRESS! VE A TMOSPHERE ps 


rfarth 
‘ation 


Har At the eastern meeting, the 

wit manufacturers heard two _ pro- 

1 exffgrams, one submitted by Dancer- 

Pubge Fitzgerald-Sample, the other by 
the American Broadcasting Com- 
pany. The AIA thinks that if and 

Pp when a program is selected, an 

*f. Boperating committee will be desig- 

ith nated to choose the agency for 

i the account. 

joine 

year “ 

vel Pacquin Launches 

-. 


Largest Campaign 
for Hand Cream 


New York, July 18.—Pacquin, 
Inc. maker of hand cream, will 
launch the “biggest hand cream 
campaign in history,” beginning in 
September. Full page ads will ap- 
pear all winter in Life, with six 
in the September, October and 
November issues. 

The schedule, covering 21 class 
magazines, carrying half-page ads, 
117 newspapers with large-scale 
ads, and “Nancy Sasser’s Buy- 


iImache 


Norlin 
ch h 


yeal 
nch @Lines” in 58 newspapers, places 
» Yor™Pacquin in the lead as probably 
esidem™ the largest hand cream advertiser. 
le alff Copy will emphasize poetry and 
‘roughromance with factual scientific 
at Degdata. A doctor-and-nurse story is 
told in display, telling the reader 
that the company was “originally 
"per formulated for their professional 
Pp use, to help keep their hands in 
ricatiof/J#good conditions in spite of 30 to 
ied th@§40 scrubbings a day.” 
Eng William Esty & Co., New York, 
iblishe@Mis the agency. 
officie el 
i in Plan Permits Vacations 
or, a@ C. Read Clark, publisher of the 
Time—§ Record, Perry, N. Y., and Rich- 
is ad™ard A, Comfort, publisher of the 
Perry Herald, have instituted a 
good neighbor policy to enable 
the staffs of each paper to have 
g@ vacation. When the Record 
ur Si closes the week of July 23, the 
- Herald will supply its subscribers, 
al "and when the Herald vacations 
\, LUG the following week, its subscrib- 
t Pol ers will be supplied by the Rec- 
| Pie ord, 
loins Foster & Davies 
Miles C. McKearney, formerly 
an account executive with a Can- 
Tay" lon, O., agency and prior to that 
} | A) PE esociated with Cleveland Electric 


lluminating Company for more 
than eight years, has joined Foster 
& Davies, Cleveland. He _ will 
lé charge of a new General 
“iecirie Company lighting cam- 
Paign in trade publications and 
87 newspapers in 110 cities. 


_— 
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ANPA Elects Two | 


The American Newspaper Pub-| 
lishers Association has elected the 


Times, Trenton, N. J., and the 
Times, Aliquippa, Pa., 

ship. 

Wilcox-Gay Appoints 


Wilcox-Gay Corporation, Char- 
lotte, Mich., has appointed 
Cramer - Krasselt Company, Mil- 
waukee, as its agency. 


Taine Coverage 
of one of the 
greatest 
m post-war industries 


‘Plans National 


Campaign for 


to member- | Heat-O-Grill 


Boston, July 18.—Following sat- | 
isfactory initial results, S. M. 
Howes, Inc., 
England manufacturer of fireplace 
equipment, plans to market its 
Cape Cod Heat-O-Grills through- 
out the country. 

The new product, employing 
metal of prewar quality released 
by the government, was introduced 


| to the Boston market a month ago 


with announcement copy in the 
Boston Post. Howes now is seek- 
ing space in California newspapers 
and, in addition, plans a series 
of eight one-column six-inch ad- 
vertisements in Retailing Home 
Furnishings, three insertions in 
Hardware Age, and copy in the 
|special gift sections of the Sep- 
| tember or October issues of House 
| Beautiful and House & Garden. 
Employing its own salesmen as 
well as jobbers, Howes plans to 
market the portable topless stoves 
through hardware, department, 


long-established New | 


| Stores. Direct mail circulars al- 
| ready are in distribution and mats, 
| proofs and plates have been pre- 
| pared for retailers to use in local 
| newspaper advertising. 

| Newspaper copy features the 
| double use of Heat-O-Grills as 
fireplace grates for the living room 
or cottage and as barbecue grills 
for outdoor cooking. The govern- 
|/ment released materials for the 
product, it explains, because the 
stove “gives most heat from least 
fuel.” 

Howes operates its factory at 
Taunton, Mass., with both offices 
and a retail store functioning 
here. Its account is handled by 
Eddy - Rucker - Nickels Company, 
Cambridge agency. 


Cavallo Joins JWT 


Peter A. Cavallo Jr., formerly 
with National Broadcasting Com- 
pany, McJunkin Advertising Com- 
pany and Blackett-Sample-Hum- 
mert, has joined the radio produc- 
tion staff of J. Walter Thompson 
Company in Chicago. He will 
supervise local radio production, 
including shows sponsored by 
Bowman Dairy Company and 


gE 
82 Wall St., New York syndicate and house furnishing | Northern Trust Company. 


Sepecers 


oCoatesville 
Modena 


Retail sales in Camden, Gloucester, . 
Burlington and Salem Counties total "A, 
$225,000,000— 995 of the entire Phil- 

adelphia A.B.C. City and Retail Trad- 
ing Zone. If you think that you get coverage SS 


of this important South Jersey segme 
Philadelphia Retail Trading Zone a 


from any Philadelphia newspaper . . 


The Courier-Post reaches 5 out of 


County... 


. the Camden Courier-Post is a M 


CPESTER 


Seunn 


more than that of ALL THE PHILADELPHIA DAILIES 
COMBINED. To completely sell the nation’s third largest market 
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s a “bonus” 
. consider this: 
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° Millville 


CAMDEN COURIER-POST 


REACHES 5 OUT OF 


CHICAGO 


6 HOMES 


IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Representatives 
PHILADELPHIA 


DETROIT CLEVELAND 


Features, Not 
‘Bogies, Termed 
Threat to Papers 


New York, July 18.—It is not 
the “bogies” of television, fac- 
simile, frequency modulation and 
radio that constitute the real 
threat to American newspapers, 
but the existing ‘disdain for 
news” and the _ substitution of 
non-news material, declares R. E. 
Wolseley of Northwestern Univer- 
sity’s journalism faculty in the 
June 30 Saturday Review of Lit- 
erature. 

If today’s trend continues, Pro- 
fessor Wolseley believes, postwar 
newspapers may turn into daily or 
weekly magazines with newspaper 
format. “In defending their omis- 
sion of news copy, editors and 
publishers blame the war, which 
since 1940 has been a convenient 
excuse for mechanical errors and 
mistakes of judgment,” he writes. 
“The war has deprived them of 
paper and of manpower. But it 
has not cheated them of news. It 
certainly has forced them to de- 
cide how they shall display the 
war news in competition with the 
local news and to determine the 
proportions of news to non-news 
copy.” 

Much News Sacrificed 


In making this decision, Profes- 


|sor Wolseley is convinced, news- 
| papers 


“are by and large sacrific- 
ing vast quantities of news to re- 
tain space for their magazine 
types of material” despite the fact 
that “their decisions vary over the 
country, as the reader interest 
studies of the Advertising Re- 
search Foundation have shown.” 
Having disposed of one argu- 
ment that news reduction is based 
on reduction of space, Professor 
Wolseley discusses justification of 
feature copy on the grounds of its 
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place as part of the modern news. 
paper’s function. Admitting the 
truth of this argument, he declares 
that it must be remembered that 
display of feature copy is “only 
one of at least six functions.” 
which include provisions of news 
editorial comment, backgroi 
material for understanding the 
news, entertaining copy, adver! 


ing, and “factual, timeless infor- 
mation,” with news leading ‘he 
list. 


Can Lose Advantages 


Professor Wolseley believes that 
editors who play down the chal- 
lenge of possible newspaper rivals 
such as facsimile, “adding the con- 
tention that radio and television 
and FM do not give the public 
permanent, easily available public 
records of the news or enough lo- 
cal news, or enough details,” have 
a talking point. 

However, he believes that “un- 
less the newspapers print a re- 
spectable amount of news them- 
selves, and all the important news 
at that, they will lose some of 
this advantage.” If newspapers 
become more like magazines and 
if Time and Newsweek and “in- 
side dope sheets” like the Kip- 
linger letter continue to grow, and 
“by their ability to condense the 
news, to cover much of what is 
significant and to chop off the ir- 
relevant magazine encrustations, 
such as fashion articles and advice 
on child care,” they will lose stil] 
more readers to these competitors, 
he warns. 

Professor Wolseley contends 
that only “if editors stop feeding 
the parasite of magazine material, 
if they try to shrink the space 
devoted to it, and if, on the posi- 
tive side, they improve coverage 
of the news, can they take them- 
selves out of Frankenstein’s class 
The monster they have created 
will die. ... 

“Radio, any type,” he says, “‘will 
not be able to compete on the lo- 
cal news basis. It would take too 
long to listen to news which could 
be grasped quickly in print; it al- 


. LAWRENCE 


lows little selection.” 


HOLDS THE 
SPOTLIGHT 


Holding the spotlight of 
attention, Lawrence is the 
chief distribution point — 
the source of supply from 
which the retail markets 
of the Merrimack Valley 
are serviced. With 99 
wholesale outlets, occupy- 


ing acres and acres of 
and the 
Eagle-Tribune to tell your 


storage space, 


story, there is a potential 
market for your product in 
Lawrence. Annual retail 
sales in Lawrence, $50,- 
686,000 (Survey of Buying 
Power, Sales Manage- 


ment, 1945). 


‘EAGLE-TRIBUN 
LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES” 
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Distributors’ 
«« Advisory Group 
EStarted by Nelson 


Moline, Ill., July 17.—Pointing 
up an unusual trend which should 
rti jead to more cordial and effective 
relations between manufacturers 
and distributors, the Herman Nel- 


h€ Bon Corporation, manufacturer of 
heating and ventilating equip- 
ment, has formed a distributors 
advisory committee. 
that f= The five-man group, which hel 
hal- Bits first meeting in Moline with 
ivals Byerman Nelson sales executives 
Con- Byune 25-26, represents 94 of the 
Sion Beompany’s distributors, who op- 
ublic Borate in 125 cities throughout the 
udlic Boountry. These distributors at 
1 lo- Boresent employ 581 salesmen. 
have At the initial meeting, the ad- 
a visory committee inspected Her- 
un- man Nelson products and plant 
| Te-Bfacilities located in Moline and 
1€M- Beast Moline, Ill., and heard about 
News Bthe company’s postwar distribu- 
€ offtion plans. Sales potentials, 
Apers Bquotas, advertising, prospect con- 
and Btrol methods and new products 
‘In- Bwere discussed and other matters 
Kip- Bf policy, such as stocking, pric- 
, and Bing, discounts and billing, were 
By also considered. 
“ Ay Five Executives on Board 
ions, Executives of five of the dis- 
dvice Bributors who comprise the advis- 
Still Bory group include Sydney Hart, 
itors, Mpresident, International Engineer- 
ing & Supply Company, Provi-| 
nds fidence, R. I.; Hugh E, Oliphant, | 
eding Mpresident, Tay-Holbrook, Inc., San | 
erial, Mrrancisco; Linn B. Kester, vice-| 
space Mpresident, Kester Machinery Com- 
Posi- Mpany, Winston - Salem, N. C.;| 
erage MGeorge P. Sherry, sales manager, | 
hem- Morrison Supply Company, Fort 
class. MWorth, Tex., and C. W. Helstrom, 
eated Myice-president, Globe Machinery | 
_R& Supply Company, Des Moines, | 
“will fa. Company officials who out- 
e lo- Mined policies and discussed post- 
e toofMwar plans with the committee 
could were R. W. Nelson and G. E. Otis, 


it al- Bvice-presidents; Charles S. Stock, 
veneral sales manager, and 
‘harles Wandas and Frank Tyler, 
oroduct application engineers. 
Additional meetings to discuss 
robiems of common interest are 
o be held in the future, and pro- 
eedings of the first and subse- 
juent conferences are to be sent 
0 all distributors. 

LW. Ramsey Advertising 
Agency, Davenport, Ia., handles | 
he Herman Nelson account. 


Prestone Sets 
Fall Campaign; 
Product Scarce | 


New York, July 18.—The ae 
ity of all anti-freeze products 
Will be the theme of the fall ad- 
ertising campaign sponsored by 
ational Carbon Company in be- 
lalf of Prestone anti-freeze. 
Advertisements will appear in 
=) national magazines, farm pub- 
tations and business papers, and 
fe first insertions are scheduled 
r October. Additional advertis- 
hg will run in newspapers, but 
Ne complete schedules have not 
et been set. 

Last year National Carbon used 
%) dailies to promote Prestone 
Md it is expected that this year 
Similar number will be _ used, 
toviding space can be obtained. 
though the company would not 
Wulge figures, the advertising 
xpenditure will equal last year’s. 


To Forestall Complaints 


Copy will explain the WPB al- 
cation plan for all anti-freezes | 
int out that “‘some civilians | 


ug 


shee 


orinted ¢ 
selling | 


in every community” will be able 
to buy Prestone. Object of the 
advertisements is to protect deal- 
ers from customer complaints. 

J. M. Mathes, Inc., is handling 
the campaign as its final job for 
the company, which recently ap- 
pointed William Esty & Co., New 
York, as its new agency (AA, 
June 11). 

This week, Union Carbide & 
Carbon Corporation, parent com- 
pany of National Carbon, an- 
nounced a new lubricating oil 
made of synthetics, for sub-zero 


57 
swathed in military secrecy, will| Science Paper Up G. ‘Skinner to operate a general 
not be available to civilians for advertising business in Boston 


some time, but it is expected that| Science & Mechanics, Chicago,| under the firm name of Tarler & 


the price will keep it from one |e eee & ao 2 gpa Skinner. Offices will be at 216 
peting with petroleum motor oils. | ae eo AM a the | Tremont St. — 
| 1946, issue, at which time it will 
Group Adds 63 Members increase advertising rates cor- Transfers Copy Chiefs 
The National Association BT pe geen ee er ae Ghis.s | Thomas Dillon, copy chief in 
Public Relations Counsel has ’ eae : “ "| San Francisco for Batten, Barton, 
added 63 new members from 20 Form Tarler & Skinner Durstine & Osborn, has been 


| transferred to the same position 

Edward C. Tarler, who has spe-|in Los Angeles. Succeeding him 
cialized in retail store advertising| in San Francisco is Roger Veran, 
and publicity for 20 years, has|copywriter .in the Minneapolis 


cities during the first six months 
of 1945, bringing total member- 
ship to nearly 300 members from 
41 cities in the United States and 


lubrication. The new  product,| Canada. formed a partnership with Walter | office. 
. -- 
é 


MAKING IT THE HARD WAY IS 
SURE TOUGH 


ON THE NERVES 


Some folks seem to enjoy it though, judging from the way they work at it... mountain 
climbing; slugging at par in the rain; four blocks and two minutes to catch the 8:15.... 
But what advertising man, especially the hard pressed production manager, gets anything 
but gray hairs from pushing on the reins to get delivery of a set of four colors due right 
now? ... The telephone is a right handy instrument, but many a phrase ignored by Mr. 
Webster is hurled into the atmosphere when the receiver purrs, ‘Sorry Joe. Must ‘ave 
been defective negatives... hadda make ‘em over.” ... Well, everybody has a bit of 
trouble now and then, but it seems as if the fellow who knows what it's all about before 
he starts a job meets fewer hazards, and naturally comes through most often without error. 
...An advertiser remarked to his agency production manager just a few days ago, ‘Mac, 
in the fifteen years we've been working together we've never had a poor set of plates 
...and never missed a closing date ... darned fine record!” Said Mac, in telling us about 
it, “Il never pass up a bouquet, but | did tell the happy customer that being a good picker 
was a big part of the answer...1! picked Rogers.” ...If you’re tired of mountain climb- 
ing, our telephone number is immediately below. 


OGER S$ 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
2001 CALUMET AVENUE ° 


NG COMPANY 


e Adolph F. Buechele, President 
CHICAGO, ILLINOIS 


ENGRAVI 


Phone CAL 4137 ° 
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The Advertising Market Place— 


The rates for this department are as follows: “Help Wanted,” “Positions 
Wanted,” “Representatives Wanted,” and “Representatives Available,” 
50 cents a line, minimum charge $2. Terms cash with order. Forms close 
paste agence noon preceding publication date. Display advertisements take 
card rates. 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


HELP WANTED | HELP WANTED 


ADVERTISING & PU BL ISHING | 
All Types of Positions 


ADVERTISING SALESMEN Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har, 2063, Chicago. 
Prefer previous experience general| Old established publishing firm in 
engineering construction field wants 
industrial trade jgurnals. Consider|an experienced, successful salesman 
ee to represent a monthly magazine, 
ambitious, interested veterans, be-| and an annual catalog and directory 
. | serving the export market. In reply 
ginners. Salary. Real future. Promi-| give age, education, experience, ref- 
erences and desired salary. 
nent company. Box 7461, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, i, 
COPYWRITER for group = ‘indus- 
¥ = trial publications, to service indus- 
Box 7234, ADVERTISING AGE trial “house” accounts and to write 
— $ 2 . «, | publication promotion. Key position 
330 W. 42nd St., New York 18, N. Y.|in newly organized department. Lo- 
cation inns oe Give age, exp., and 
aa —— aan a RI salary expected. 
__ ART DIRECTOR ASSISTANT Box 7470, ADVERTISING AGE 
Familiar with litho displays. Un- 100 E. Ohio St., Chicago 11, Ill 
usual situation creates opportunity : 2 
for right man to take charge of art Artist Wanted. Growing agey. offers 
department soon, State age, experi-| full-time or free-lance association. 
ence, salary expected. Chicago area.| Fashion exp. essential. Send samples 
Box 7469, ADVERTISING AGE and requirements to r. w. archbold, 
100 E. Ohio St., Chicago 11, II. 


advertising, 25 N. Geo., York, Pa. 


HELP WANTED 


HELP WANTED 


619 


LAYOUT ARTIST 
Diversified work preparing copy and 
layouts for business publications. 
Knowledge production and type. 
Apply to Bernard Segal, Haire Pub- 
lishing Co., 1170 Broadway, New 
York 1. 
Young man, 
ence in advertising, 
publicity work; capable typist; ad- 
vancement. State full particulars. 
Exceptional opportunity. 

Box 7463, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
TOP FLIGHT COPYWRITER wanted 
by advertising agency with national 
magazine accounts. $6,000 to start. 
Call S. Newman, Goldman & Gross, 
Dea. 1380. 


Sales Promotion Man for large auto- 
mobile manufacturer; should have 
ideas, sales personality, be able to 
write well; college education; posi- 
tion with postwar future; age 20 
to 30; automotive or business back- 
ground not necessary. 
Box 7466, ADVERTISING AGE 
Chicago 11, Il. 


100 E. Ohio St., 

AGRICULTURAL COPYWRITER 
We have an excellent opening for a 
well-educated man under 40 with a 
good, solid background in originat- 
ing and writing campaigns ad- 
dressed to the agricultural field. He 
should know the feed business par- 
ticularly well thrive on hard 
work ...and have the kind of per- 
sonality that fits in with an alert, 
aggressive, growing organization. 
For appointment phone, Del. 3800. 
Burton Browne Advertising 
N. Michigan Ave., Chicago, 


22 26, with experi- 
newspaper and 


to 


When BEST FOODS shoots 


‘*Timed™* 
sota and Aristos Flour, Force, H-O and 


calls sell more Hecker’s, Cere- 


other Breakfast Foods, Shinola, 2-in-1, 
Bixby's and other Shoe Polish Products. 


This company teams up 
KARDEX ‘‘Fact-Power” and 
DEXIGRAPH speed to keep 


stores stocked 


With consumer demand for its flour; 
breakfast food and shoe polish brands 
built up at tremendous cost, Best Foods, 
Inc. uses perfect fo/low-through to make 
sure these products will be on shelves 
wherever and whenever people ask 
for them. 


Best Foods accomplishes this with 
the fastest and most economical com- 
bination of record control tools yet de- 
vised—Kardex and Dexigraph. 


With this system, 


who hasn’t, 
lost or gained, 
and what the action should 
highly 
graph *‘Fact-Power’ 
Power’ 
issue of ““SYSTEMS,’’ 
you a free copy! 


Pe 


Detailed sales figures are posted to 
Kardex Visible Records for the use of 
executives. At the end of the month, 
results are photographed with the Rem- 
ington Rand Dexigraph machine in 
order to furnish salesmen promptly with 
a 100% accurate record, by customer 
and by product. 
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where business is being 
where action is needed 


effective use of Kardex-Dexi- 
*to increase *‘Sales- 
is fully described in the July 
May we send 
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sales records 


essential informa- 
tion reaches men in the held while it is 
NEW and therefore of greatest value. 
They know who has bought what and 


KARDEX DEXIGRAPH 
simplifies sales manage- 
ment. Many Kardex users 
signal summaries of sales 
results by customer and 
by product or line, on vis- 
ible margins with quota 
percentages. Slides are 
Dexigraphed. Executive. 
directs salesman with 
comments written on 
margin of prints. A sim- 
ple, positive system that 
saves time and develops 
maximum efficiency. 


be. This 


on has 


a4 REM 


SYSTEMS DIVISION 


REMINGTON RAND 


315 Fourth Avenue, New York 10, N. Y. 


Direct mail man or woman with full 
knowledge of printing and advertis- 
ing to be responsible for all produc- 


tion. Excellent opportunity to learn 
and advance to executive position. 
$50 to start. Chicago. 

Box 7467, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
WANTED 
WORKHORSE WITH WINGS 
A leading aircraft manufacturer in 


the Middle West has a job (not a 
position) open in sales promotion 
idea creation and writing. The young 
man chosen to fill it will possess 
some unusual qualifications; good 
experience with agency or manufac- 
turer in sales promotion and dis- 
tributor-dealer-help origination and 
follow-through; pleasant personal- 
ity and ability to get along well 
with people; capacity for large 
amounts of sometimes detailed and 
tedious work; real creative ability, 
coupled with patience and under- 
standing that policy reasons may 
bar acceptance of some of his ideas; 
willingness to start on the lower 
rungs of the ladder but not to stay 
there forever. He should be air- 
minded, possibly an aircraft enthu- 
siast from childhood onward; pref- 
erably have followed through on 
this interest to the extent of having 
qualified himself as a pilot. 
Such a man should find in this job 
the opportunity he has always 
wanted. He will work with the sales 
manager of a financially stable, 
owner - managed, independent com- 
pany internationally known for the 
high performance and excellence of 
its aircraft. He will play as large a 
part as his demonstrated abilities 
will justify, in fulfilling this com- 
pany’s postwar sales and merchan- 
dising plans. He will find the start- 
ing salary not inflated, but ample to 
live decently in a pleasant commun- 
ity of neither metropolitan nor 
small-town size; the future long- 
range prospects excellent. He will 
qualify for an interview at the em- 
ployer’s expense, and largely clinch 
the job, by a detailed letter of appli- 
cation which will show evidence of 
his ability as a straight - thinking 
promotional idea man and writer. 
Box 7445, ADVERTISING AGE 
100 E. Ohio St., Chicago aay Baas 


_ POSITIONS WANTED 
Photographer — with 
equip. available 
large industry or agency. Wide 
technical, industrial, and commer- 
cial experience. Must be permanent. 
Location immaterial. 

Box 7456, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


and 
15 to 


assistant 
after Aug. 


Do you need alert woman to relieve 
you of burdensome detail? Do you 
need a personal bookkeeper? Excel. 


educ. and bus. background. Admin. 
asst.; sec.-acct.: exec. files. 
Box 7472, ADVERTISING AGE 


100 E. Ohio St., Ill. 
AGENCY ART DIRECTOR 
Creative, cooperative, sober. Proven 
ability. Good record. Broad experi- 
ence on ranking accounts. Can go 
anywhere. Present salary $6500. 

Box 7464, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Chicago 11, 


Are you looking for an Advertising 
Manager capable of planning 
producing executing a well 
rounded program a man with 
ideas who can develop your postwar 
campaigns A a man whose suc- 
cessful exp. includes direct mail, 
sales literature, house organs ‘3 
a man who ean write selling copy. 
supervise and direct art and me- 
chanical production? This man (age 
40), now employed, has a successful 
record of 16 years in advertising. 
Box 7465, ADVERTISING AGE 
100 E. Ohio St., , Chicago Ri, Eis: 
ADV E RTISING MA MANAGER: Sea- 
soned executive wants connection as 
manager good trade paper or group 
or advertising manager metal prod- 
ucts manufacturing concern. Famil- 
iar with all graphic arts; photog- 
rapher; knows news and editorial. 
Agency copy and contact. Trade as- 
sociation secretary. Age 45. Married. 
American with college education. 
Connected now, but available about 
August 15th or September ist. Chi- 
cago territory preferred. 
Box 7468, ADVERTISING 
100 E. Ohio St., 


and 


AGE 
Chie ago 33, Eid. 


married, de- 
into advertising field 
as copywriter, or in radio dept. Free- 
lance writing, familiar with layouts 
and typography. 

Box 7473, ADVERTISING 

100 E. Ohio St., 
COPYWRITER. Woman. 6 yrs. agcy. 
and mfgr. background. Newspaper 
(class) magazine, mail order, direct 
mail exp. Desires posn. with stable 
Chicago agey. 

Box 7474, ADVERTISING 

100 E. Ohio St., 


24 year old engineer, 
sires entrance 


AGE 
Chicago 11, Il. 


AGE 
Chicago 11, Ill. 


Advertising Age, July 23, 1945 jdt ertisin 
POSITIONS WANTED > 
Do You Need What It Takes? urnl 


35, metropolitan 
tional magazine, 


newspaper, 
network radio, 


TOP-NOTCH WRITER-EDITOR, 


.- Dente 


tion manager. 


and will be in full charge of the 
velopment of all advertising 
promotion. 


He will have the assistance and 


material, but a great share of 


will be his direct responsibility. 


expected. 


Location is in a medium sized 
in New York state. 


100 E. Ohio St., Chicago II, 


tional corporation needs an experi- 
enced advertising and sales promo- 


The man selected for this position 
will work directly with the General 
Sales Manager and Division Manager | 


operation of an experienced adver- 
tising agency in the preparation of 


actual creation of sales promotion 


In replying be sure to give complete 
background of experience, and salary 


Box 6176, ADVERTISING AGE 
Ill. 


time publicity experience. Will < 
sider only Advertising Agency, Te e. ot Tre 
vision, Network Radio or Publishing 
House in New York City. Le hi 
$5,200. pind ei Washing 
Box 7475, ADVERTISING AG ral Trade 
100 E. Ohio St., Chicago 11, I) sued cor 
Pub. relations, adv. mgr., editorial, Bo: al Re 
8 yrs. experience in these fields pon alleg 
Jour. grad., vet., 33, married, Army fhress com 
IQ 145. Creative, logical. $5,000 ade in tl 
Box 7471, ADVERTISING AG gale 
100 EB. Ohio St., Chicago 11, I) bs lutely 
he associé 
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AVAILABLE 


23 years Adv. Production, Appro 
priation Control and Departmen’ 
Office Manager, pre-war experi- 
ence with two large national ad 


or Dept. Office Mgr. caliber. Ag 
53, married, will settle anywhe: 


in Ohio, Ind. Ill., Mich., or Wis 
$5,000 salary ‘and ‘moving expensé: 
desired. 


Interview must be in Pittsburgh « 
traveling expenses guaranteed. 


Box 6174, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, |! 


pension and insurance. 


Wanted: Public Relations Director 


| Client in building materials industry in Chicago wants a public relat 
director to sell their policies, as well as their product, to the public. 
|] tional opportunity for young man to advance to top executive in this 
|| tremely pleasant and highly successful company. 
Applicants should be under 40, with good b 
|| ground of editorial experience and with platform ability. 
appointment by mail only, writing fully. 


Exc 
Salary is $7,500, 
Apply 


Lawrence H. Selz, President 

Lawrence H. Selz Organization 
22! North La Salle Street 
Chicago |, Illinois 


vertisers of Rubber and Oj! 
products. 
Asst. Adv. Mgr., Production Mg 
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igus Mpidvertising Age, July 23, 1945 o 

. = interest of industrialists, business; veniences; has used newspaper | Cincinnati Milling Machine Com- 
? urniture Group Southern Railway men and the general ‘public in| ads in 272 on-line papers, as well | pany, public relations director. 
awe opportunities offered by the South,/ as radio appeals, to alleviate its| 


2 - = a a = 
“Denies Restraint ‘Sells’ Area in and to record its faith in the|Manpower shortage, and has run| 
s- F future of the territory it has|@ consistent series in publications | 
hee. nf Trade Charges Three Ad Series served for more than half a cen-|S¢Tving the railroad passenger|/| SALES PROMOTION 
, ; 


«“ » | traffic field, to maintain contact | 
, t . “Look Ah — ! ’ 
Vashington, July 19—The Fed-| Washington, July 19.—Consis-| 77; (00k Ahead—Look South 


y ion ts h : ‘jee | With traffic officers and employes. MAN WANTED 

ra a gg og te tent efforts to “sell” the South- ya apse the theme of this series iia 

ssued complaint against the Na-|land, despite wartime operatin ; . Leadi 

| nal WEA Wuenltee, Associa. | aimicultion are aes torte’ arco Explains Wartime Role Places Firearms Account ae ee ae 

is) fon alleging conspiracy to sup-|ically in a new brochure issued] In another 13-ad series in 418|__0. F. Mossberg & Sons, New the Mid-W : h Phtronsat- nicl, 

y Press competition and restraint of by the Southern Railway System.| on-line daily and weekly news- Haven, Conn., maker of firearms, Id-vvest, has opportunity 
rade oe “> of furniture, has| “The volume reproduces the 43] papers, Southern has been telling| has retained Wilson & Haight and for experienced man to de- 
bs pet) Pw vs way ng in fact,| advertisements which appeared|the story of its wartime activities,| Welch, New York, as its agency, || velop and carry out sales pro- 

___ fhe ao in its formal) regularly between August, 1943,|the contributions it is making| effective Sept. 1. motion plans, handle dealer 


The FTC charged that the as- and December, 1944, in 22 busi-| toward final victory and the place relations in the use of factor 


j ness Magazines and _  financial|it occupies—in war and peace— : ° ‘ 
ciation has boycotted and black- ee | Editors Form Club supplied materials, work wi 
od Auatees bil oteaee whe have |>Onte 418 southern newspapers|in the economic and social life Pp ' wit 


sien or te less that it | 224 12 farm publications over the|of the communities along its line.| Gordon Buchanon, Cincinnati district managers in sales train- 

ot an d y i S rules; that it! signature of Ernest E. Norris,| With its series of 11 advertise-|and Suburban Bell Telephone ing, and cooperate with 
as per a Prt it restricting di-| president of the line. The first|ments in state and regional farm|Company, has been elected presi- Agency in deal dvertisi 

R ect ye of turni atl to consum-|34 ads in the continuing cam-| publications, Southern has em-| dent of a new organization of edi- eB — vertising. 

rs, a feet ‘aie acturers t0|paign by Southern, inaugurated|phasized the interdependence of|tors of employe magazines pub- Give brief outline of experience 

uote prices to dealers only, and| several years ago, were shown in| farmers and the railroad, and has| lished in Cincinnati, Other officers || in first letter. 

a previous volume which was dis-| pointed to a bright future for|are: L. J. Dawdwin, Procter & 


etting up requirements for rec- 


piition Gt dealers, and that it) tributed in the fall of 1943. southern agriculture. Gamble Company, vice-president;|| Box 6173, ADVERTISING AGE 
hs Pemen d iakinats tehaies Through the series in nationally-| In addition, Southern has em-|Rita Austing, Billboard, secre-|} 199 E Ohio St.. Chi Hl 
Se cae cioaabire at ‘the 4 re a circulated publications, the car-| ployed wartime dining car menus| tary; Joyce Smith, Fashion Frocks, SS vo 
“ (AA, June 4) iInNCUS-| rier has also sought to stir the|to explain shortages ana incon- treasurer, and Jack Mittlehauser, 
The NRFA reply denies that its 
embers, approximately 6,000 
rniture retailers, sell goods 
ross State boundaries, except in 
NF olated cases, and asserts that 


e FTC lacks jurisdiction, because 

hterstate commerce is not in- e 

lved. 

The answer denies, generally, 

at he 4 + a agen rules or 

tivities unlawfully restrict and 

strain trade in the furniture in- NATIONAL AND LOCAL 


stry between the states or have 


| 
UE be effect, as charged, of enhancing 
00 ices of furniture to consumers. Should Know What 
eee eee PRINTING PRODUCTS CORPORATION 
——fBublic Relations Group Can Do For Them 
George F. Meredith, executive 
ce-president and director of Equipment and Organization is unusual — Operation is Day and Night. 
iblic relations of the American Printing Counsel is given on Economical Production and Proper Quality. 
ssociation of Advertising Counsel is given on Methods, Copy and Illustrations, 


mall Loan 


> "2 |M>mpanies, has p 
peri Meen elected SPECIALISTS IN THE PRINTING OF ‘“"“aadewnme” 


resident of 
he American 
sition MEUDlic Rela- 
neral ons = =©Associa- 
nager | pn, Washing- 
2 de- ie. 

and Mr. Meredith, 


(The former Rogers & Hall Com- 


CATALOGS e PUBLICATIONS pany plant) 


and printing requiring the same kind of equipment and organization to produce, e 
such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 
ings of Conventions, Directories, College and Institutional Year Books, Paper 


me of the Covered Books, Larger Quantities of Circulars, etc. , 
— bunders of the ge Display _ 
dver- waar yee G. F. Meredith or all printing orders. 
Qn . bs served as chairman of its na- HERE is a large volume of the kind of printing Printing Prod- P 
tn nal advisory committee. He A ucts Corporation is best equipped and organized to produce, so Clean Linotype, 
vite tn a if in doubt, it is best to write or phone what is wanted and informa- Monotype and Ludlow type- 
plete oving to the national capital, tion will be promptly given. setting. 
salary Pag We ore y Seger yg pe pens Here is complete equipment and organization to handle all or any 
bles, part of printing orders in which we specialize — from ILLUSTRA- All Standard Faces 
it ; . . 
ea at TIONS and COPY to MAILING. of type and special faces, if 
eterson Rejoins NBC Printing Products Corporation has system. No orders get lost or side- desired. 
m7 Sheldon Peterson, who for the tracked. Each order is assigned to an experienced executive who watches 
Il. ist year has written the scripts and follow’ the order from receipt of cuts and copy until delivered. Ceod Presmerh 
st en CB, ba talelnes Nbc's Business methods and financial standing are the best, which state- ; 
——fBntral division as a writer in the ment is supported by customers, supply houses, credit agencies, First GUS GF EASES CONUS. 
» + — —— —- —, National Bank of Chicago and other banks. Dun & Bradstreet, Inc., 
, ent. He was formerly a sta tes Printing Products Corporation and associates over $1,000,000 highest sists nds 
= fitter with the NBC central divi- a ° ' . Facilities for Binding 
n publicity department. &- PROPER QUALITY as fast as the presses print. 
ro . 
nt becau f up-to-date equipment and best workmen. ope ° 
a ushoniaad ep ; Mailing and Delivery 
i Industrial Advertising QUICK DELIVERY k ; service as fast as copies are 
P because of automatic machinery and day and night operation. completed. 
Writers Needed ; ; 
2 RIGHT PRICE e 
Immediately because of superior facilities and efficient management. 
SE S , a ; ° . 
aiding New York advertising A printing connection with a large, reliable printing establishment will A = IN aa is ofte ov 
mney wants three or four men save much anxiety regarding attentive service, quality and delivery. ee or Meee. Som 


printing is done in Chicago, 
the great central market and 


WE ARE STRONG ON OUR SPECIALTIES distributing point. 


ho know industrial advertis- 
£: who ean contact clients; 
ho, above all, can write the 
hlusirial language persuasively 
deosily. Salary depending on 


* per ence. Knowledge of X-ray, © ° . 
‘tronics, radio or photo- 
pone (ebbic equipment, especially - 


sir . THE FORME iERS & HALL COMPAN 
sirable. For a man who in- (THE FORMER ROGERS & HALL COMPANY 


[}!inois 


tds to go places in the indus- LUTHER C. ROGERS H. J. WHITCOMB 
-»« £ go places in the indus- | HER C. ROGERS | 
, Baa lvertising field, here is the secant as - RI N T E R S i EC i A L I STS Pro r dehy vs Sy 
poo [Rl f opportunity that doesn’t | LC. HOPPE Artists °« Engra vers * Electrotypers Sales 
or BRMe long often. .. With plenty | "Assistant Chairman, : L. C, HOPPE : 
" n for advancement, even- and Managing Director Telephone Wabash 3380—Local and Long Distance Secretary 
' s i ~ a - eg . Ss , ILZ 4 ’ la BD hs mala bY &l ’ ’ ‘ - r ’ , > , 
"are in agency profits. Box | ‘President and POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS — W. ©. FREELAND 
‘«, ADVERTISING AcE, 330 W. Director of Sales freasurer 


nd St., New York 18, N. Y. 
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Starts Color Ads 
for G-E Plastics 


Pittsfield, Mass., July 18.—The 
plastics division of General Elec- 
tric Company has announced full 
details of its first business paper 
and magazine campaign launched 
this month through Benton & 
Bowles, New York, (AA, July 2). 

“Everything in Plastics” is the 
over-all theme of the full color ads 
appearing in 11 newspapers and 
periodicals, including Business 
Week, Chicago Journal of Com- 
merce, Fortune, Modern: Plastics, 
Nation’s Business, New York Jour- 
nal of Commerce, Pacific Plastics, 
Plastics, Purchasing, Time, U. S. 
News and Wall Street Journal. 

The copy describes G-E’s com- 


plete plastics service, with case 
histories of problems brought to 
G-E by manufacturers in varied 
fields. New developments avail- 
able after the war to manufac- 
turers for peacetime production 
are mentioned, as well as the ad- 
vantages of plastics products for 
durability, economy, permanent 
colors, ete. 


Herod Rejoins G-E 


Col. W. R. Herod has rejoined 
International General El ectric 
Company, Schenectady, as execu- 
tive vice-president after serving 
with the Army air forces since 
1942. Mr. Herod joined G-E in 
1919 and transferred to the inter- 
national organization in 1929, 
which he left in 1934 to become 
assistant to the managing director 
of Associated Electrical Industries, 
London. In 1937 he returned to 
New York as vice-president of 
International G-E. 


reveals. 


out. 


tages: 


Philadelphia, 


Conspicuous 
the fact that over 50% 
druggists definitely plan a post- 
war program of newspaper adver- 
tising, the trade publication points 


in the results 


55.5% 


Makers’ Ad Plans 
to Get Druggist 


Support Postwar 


July 17.—Ninety 
percent of the nation’s druggists 
plan to step up their support of 
manufacturers with increased pro- 
motion after the war, a survey 
recently completed by Drug Topics 


The druggists who will increase 
their promotion will do so in the 
following categories and percen- 
79.5% will give more at- 
tention to windows; 
use more newspaper advertising; 
48.5% plan to use circulars; 41.9% 
will distribute manufacturers’ lit- 


is 
of all 


will 


THE LETTER SHOP, Inc. 


Corporation, has 


431 S. Dearborn St., Chicago 5.1llinois 


Heads John Meck 


Henry Hutchins, formerly head 
of sales of National Union Radio 
been 
president of John Meck Industries 
Sales Corporation, Chicago. 


use road signs; 10.9% 


elected 


erature; 38.1% plan to use direct 
mail advertising; 12.8% intend to 
will use 
radio; 10% will use slides in mo- 
tion picture houses; 9.6% plan to 
organize promotions by telephone; 


Sita ee ee eee eee ee ee eee eee ee ee ee a 


A typical view of Kansas Herefords from a recent photograph 


taken on the lush pastures of the 15,000-acre R. E. Adams ranch 
at Maplehill, Kansas. This herd numbers above 3,000 head. 


Not That You Will Get a 


Juicy Steak Any Sooner... 


N ANY event, it ought to be comforting 

to know that Kansas has more than four 
million head of cattle grazing on lush pas- 
tures this summer, an increase of 80,000 
in twelve months, 

Only Kansas, of the three leading states, 
shows an increase—Texas and Iowa having 
small losses. 

From the famous bluestem pasture belt, 
scores of thousands soon will be moving 
direct to the packing houses, fattened to a 
high degree of perfection without the need 
of corn as a “finisher.” 

Certainly KANSAS FARMER appreciates 
the livestock industry which annually fur- 
nishes the biggest individual item to the 
State’s farm income, Its livestock editorial 
program is full to overflowing! 

Maybe that’s one of the several reasons 
why advertisers rarely think of any other 
media to cover the Kansas farm market. 


Kansas Ranks Third in All 
Cattle Population 


Number* PerCent 

Jan.1,1945 of 1944 
WE Needs ae 7,590 98 
a ee 5,528 99 
EN so le ars 4,039 102 
Nebraska 4,004 103 
Wisconsin ....... 3,986 101 
Minnesota ...... 3,795 99 
a 3,347 96 
re 3,244 100 
Oklahoma ...... 3,091 98 
South Dakota .... 2,485 105 
California ...... 2,430 93 
Re aekos Riess 2,283 99 


*NOTE: 000 omitted. 


\\ Source: U. S. Crops and Markets, April, 1945 
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KANSAS FARMER 


CAPPER PUBLICATIONS, 


INC. 


Business Office — Topeka, Kansas 
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| 3.6% will use outdoor advertising, 
and 3.2% plan house-to-house 
calls. 

Of the 81.2% who plan to de- 
liver, 44% will deliver by personal 
car; 35% by bicycle; 9% by ban- 
tam car; 6% by truck and 3% 
by motorcycle. A cash basis will 
be employed by 55.4%. 

Based on 5,000 responses to a 
detailed questionnaire, the study 
represents more than 9% of all 
U. S. druggists. 


30% of Doctors 
Suggest Specific 


Vitamin Brands 


Minneapolis, July 17.— About 
62% of physicians, when they 
prescribe vitamins, do so by writ- 
ing prescriptions, compared with 
30% who suggest a specific brand 
and 8% who merely indicate the 
type of vitamins needed. 

This finding is included in the 
results of a survey on the current 
“place and use of vitamins in the 
prescribing of medical treatment” 
undertaken by Modern Medicine. 
The survey is based on 1,799 re- 
plies from 15,000 physicians ques- 
tioned. 

The study shows that 58% of 
those replying generally prescribe 
vitamins in larger amounts than 
the minimum daily requirements 
recommended by the National Re- 
search Council. Prescriptions for 
generally larger amounts are most 
frequently recommended by gen- 
eral practitioners, internal medi- 
cine specialists, and eye, ear, nose 
and throat specialists. 

It shows that 21% of those re- 
sponding never recommend mul- 
tiple vitamins for infants and 11% 
never recommend them for pre- 
school children, while only 4% do 
not recommend multiple vitamins 
for people from 35 to 65 years of 
age. 

The survey breaks down the 
replies to show what types of 
vitamins are recommended most 
frequently for various conditions 
of illness, both by types of spe- 
cialists and by population of towns 
in which the physicians practice. 


Kreuter Appoints 


Jack Kreuter Company, New 
York creator of custom - made 
watch straps, has appointed Mod- 
ern Merchandising Bureau, Inc., 
New York, to handle advertising. 
Business publications, direct mail 
and mat service will be used. 
Julian Scott has rejoined the bu- 
reau as account executive after 
receiving an Army discharge. 


Sales Managers Named 


Minnesota Mining & Mfg. Com- 
pany, St. Paul, has promoted Rob- 
ert R. Miller to sales manager, in- 
dustrial trades, and W. J. Strei- 
cher to sales manager, distributor 
trades, in the Cincinnati territory. 
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Pepperell Book 
Tells 100-Y ear 
Success Story 


Boston, July 17.—Pepperell \\{fs 
Company, maker of sheets, bilan. 
kets and fabrics, has published , 
highly readable account of its 
100-year history in the book 
“Men and Times of Peppere!]].” 
written by Dane Yorke. The book 
clearly indicates that Peppere]|’ 
great increase in sales during the 
past two decades has resulteg 
chiefly from new advertising ang 
sales policies introduced by Rus. 
sell H. Leonard, treasurer sinc¢ 
1924 and president since 1930. 

Started in Biddeford, Me., jp 
1844, the company produced ; 
quality line in its New England 
plants, selling its products throug) 
various jobbers. From the timéd 
of the Civil War until the turn of 
the century, sales_ usually 
amounted to around $2,000,000 an. 
nually. 


Turns to Advertising 


When Mr. Leonard joined the 
firm in 1924, sales were abou 
stabilized at little more than $10, 
000,000. His first step was to tum 
to production of a new leade 
sheet, larger and of finer cloth 
than previous Pepperell: sheets 
and to go into national advertisin 
of the “Lady Pepperell” product 

Next the company met growing 
threats of southern competition 
by building its own large plan! 
in Opelika, Ala., followed later 
by purchase of another plant in 
Georgia and of control of a Lewis. 
ton, Me., bleachery which for 5) 
years had bleached Pepperel 
products. 

Another step, breaking one 
its oldest traditions, was the es- 
tablishment in 1927 of the com, 
pany’s own sales department in 
New York, followed later by the 
opening of sales offices in other 
cities. These steps, the bool 
shows, enabled the company t 
increase sales even during the de 
pression of the ’30s and to mee 
wartime demands. Sales, it shows 
have in the last year tripled the 
$16,762,000 figure for 1929. 

Benton & Bowles, New York 
is the agency for Pepperell. 
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Plans Packaging Show 

The Spice Mill, New York, ha 
announced acceptance of enitrie 
for its 9th Annual Food Packag 
ing-Show.: No fee is required an 
containers for coffee, tea, spices 
flavors, condiments and _ relate 
products are eligible. Blue rib 
bons will be awarded by a pane 
of three nationally-known judges 
Closing date is Sept. 1 and request 
for rules and entry blanks should 
be sent to The Spice Mill Pub 
lishing Company, 106 Water St. 
New York 5. 


. . . Write or Phone for 


one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


TRY THIS ON YOUR PHONE | 


- » You will find 
it a satisfying 
number becouse 
it opens the 
quick, sure way 
to the comp! te 
and econom<c! 
handling of 
your produc! on 
requiremer'!s- 


Ad-Setters - Engravers + Printers 


j 


400 N. Rush St., Chicago 11 » Whi. 2300 


DAY AND NIGHT SERVIGE 


PRINTING 
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Budd Maps All-Out 
id Drive for New 
Railway Coaches 


1 Mfg (Continued from Page 1) 
-Mnichway truck trailer body as- 
hed afemblies for Fruehauf. 
Budd began a campaign late in 
bookf1943 recalling well-known stream- 
erel| Mfiners it had built, illustrated with 
- bookffpaintings by Leslie Ragan, such as 
erelathe Burlington’s Zephyr fleet, the 
1g thepNew York Central’s Empire State 
SulteqEXPLeSS, the Santa Fe’s El Capi- 


g anda? and San Diegan, and others. 
2 The campaign built up to a series 
‘US ¢ monthly advertisements, mostly 

ase n four colors, in Nation’s Business, 
Newsweek, The Saturday Evening 

€-, lMipost, Time and United States 

_ News, and in black and white in 


he Chicago Journal of Commerce 
rouse La Salle Street Journal, and 
Umeiiwall Street Journal. 
inn Of This advertising program, 
Suall¥which took care not to stimulate 
0 an, yvartime travel,” an agency spokes- 
man points out, is gradually turn- 
ing to the job of “selling space in 
Budd trains for postwar travel.” 
jow that the Budd plants are 
preparing to build new sleeping 
ars in addition to sleeper coaches, 
avern, dining and observation 
ars, the campaign is introducing 
hese new sleepers in illustrated 
py carrying such captions as 
‘Oh, to take a trip,” “Isn’t this 
omething to look forward to?”’, 
‘When the sun shines again” and 
‘The modern train is a work of 
rt.” 


Modern Trains Promised 
Copy in a typical ad reads: 


da the 
abou 
. $10, 
> tum 
leadey 
cloth 
sheets 
‘tising 
oduct 
OWing 
tition 
plant 
later 
int in 
eC Wis- 
or 


5} 


‘When the boys from the war 


perelifronts are home, when emergency | 
travel is over, then you will plan | 
ne , real vacation for yourself, seek- | 


e esf/ing out sunny climes and pleasant | 


comf™places. And for your journey you | 
nt ifmvill have wonderful, modern! 
y thatrains—like this luxurious, stain-| 
othemMess steel streamliner.”’ | 
book A similar campaign is also be-| 
ny t#@ing placed for South American 


1e deggand Central American readers in| 
meeggthe Portuguese edition of Reader’s | 
shhowsmpDigest and both editions of the | 
d th@#Spanish Ingenieria Internacional. | 


Keeps Industry Contact 


A program directed at leaders 
f{ the railway industry is being | 
run weekly in Railway Age, tak- | 
Ww ing the form of two-page educa- | 

_ muonal messages. discussing the} 
k, hafctrength of “shot-welded” stainless 
ntritsteel construction and the sim- 


York 


> a plification of structure this makes 
| an@ipossible. Occasionally the cam- 
ata paign includes multi-page inserts 
ela 


On special events dealing with 
such topics as the new Budd rail- 
Way car plant, the 10th anniver- 
“msary of the Pioneer Zephyr, the 
quesSimagazine’s “Passenger Progress 
hou’ Edition,” and others. 

ruo@ Throughout the war Budd has| 
r Stiused newspapers and radio in 
Philadelphia to tell the job it has 
been doing to equip the armed 
services with the bazooka rocket 
and rifle grenade, which it de- 
veloped, bombs and shells, essen- 
Nal structures for Navy destroyers 
and fighting planes,—production 
Which has run to better than) 
$550,000,000, with the job still | 
going on. This advertising, which 
iimed to attract workers to Budd 


> rid 
pane 
udges 


blants, is being continued in 

Dh a . 2 . 

Philadelphia mewspapers, in 23 
ind ommunity and suburban papers, 


and over five radio stations. 
ing Budd anticipated a postwar need 
f additional workers for enlarged 


usé MProcuction, and already, says: Ed- 


he ard G. Budd Jr., executive vice- | 
| ‘tad 


ve WLOOK IT UP in 
col Hh. MARKET DATA BOOK! 


‘on SES | : 
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t om MARKET bata | 
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president, orders on hand are 
sufficient to keep the new Red 
Lion plant operating at capacity 
for several years. 


Murphey Heads Car 
Advertising Group 


C. H. Murphey, vice-president 
of Chicago Car Advertising Com- 
pany and New York Motor Coach 
Advertising Company, has been 
elected president of National As- 
sociation of Transportation Ad- 
vertising. Other new officers in- 
clude: , 

William Fielder, Fielder, Soren- 
son & Davis, San Francisco, vice- 
president; Lemoyne N. Page, 
Transportation Displays, New 
York, secretary; O. J. Greiser, 
New York Subways Advertising 
Company, treasurer. Phil J. 
Everest was renamed managing 
director. 


Mullins Names Agency 


Mullins Mfg. Corporation, War- 
ren, O., has named Brooke, Smith, 
French & Dorrance, Detroit and 
New York, to handle the 1946 
Youngstown kitchen advertising 
program, as well as Mullins con- 
tract division, including promotion 
of design engineering service and 
improved techniques in making 
large pressed steel parts and por- 
celain enameled products. 


Wakeman to M-G-M 


Frederick E. Wakeman, for- 
merly account executive with 
Foote, Cone & Belding, New York, 
has resigned to become a script 
writer at Metro-Goldwyn-Mayer. 
Mr. Wakeman handled the Ameri- 
can Tobacco Company account for 
the past two years and prior to 
that was in charge of the RKO 


} account for the agency. 


HARRY GOULD 


Scarsdale, N. Y., July 18.— 
Harry Gould, 76, former president 
and. chairman of the board of 
American News Company, and 
previously circulation manager of 
the New York Herald, died yes- 
terday at his home here. 

Starting his career as an errand 
boy with the Rhode Island News 
Company, Providence, in 1883, he 
remained with the company until 
joining the Herald in 1898. In 
1905 he was appointed manager 
of the New England News Com- 
pany, Boston, becoming general 
manager of the New York office, 
and later president of the com- 
pany. In 1934 Mr. Gould piloted 
the reorganization of the news 
company from aé group of 36 
wholly-owned subsidiaries into one 
corporation under the name of 
American News Company, serving 
|as president and treasurer until 
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|1939, when he became chairman 
of the board of directors. He 
retired in 1941. 


Western Boosts Davis 


George M. Davis, assistant sales 
manager of Winchester Repeating 
Arms Company and Bond Electric 
Corporation, has also been named 
sales manager of the ammunition 
division of Western Cartridge 
Company. All of the companies 
are divisions of Olin Industries, 
Inc., East Alton, Ill. 


WANTED by Advertising Agency 
Comptroller-Accountant 


A fine opportunity in a major Chicago agency 
for a capable man. Write and tell us about 
yourself—experience, salary expected, educa- 
tion; and all important information we should 
have to consider you for this highly important 
office. Correspondence strictly confidential. Our 
own staff knows this advertisement is to ap- 
pear. Box 6179, Advertising Age, 100 E. Ohio 


St., Chicago 11, Illinois 


What advertising medium 


gives yOu... 


100 % attention - 


J 


— 
\ 


gives you local or 
national coverage a 


Fics your product 


“nee ee er 


and gives them 
to you NOW? 


ONLY MOTION PICTURE ADVERTISING! 


Y ES, in the movies everybody gets all your mes- 
100% listener- 


sage! That's 100% attention... 
ship ... available right now, with no 
In just one minute your entire sales 
by professional actors .. . 
in its best light . . . in actual use. 
choose up to 11,000 key theatres 
located throughout the country for 


tional coverage. 


There’s no fuss or bother with motion picture 
advertising, either. You get the benefits of our 


MOTION PICTURE ADVERTISING 


SERVICE CO., INC. 


Home Office: 1032 Carondelet St., New Orleans 13, La. 


Eastern National Sales Office: 
70 East 45th St., New York 17, N. 


your product is shown 
And you can 


facilities. 
shortages! 
story is told 
service. 

Chances are you're 
strategically 
local or na- 


We take care of planning, 


tion picture advertising. 


extensive market data and professional production 


shooting, 


scheduling, billing, ete. And our 30 years of ex- 
perience in the field guarantee you honest, quality 


missing something really 


important if you haven’t already investigated mo- 


A three cent stamp may 


be an important investment in new profits. Write 


course. 


for further information today. . . 


no obligation, of 


UNITED FILM SERVICE, INC. 


Home Office: 2449 Charlotte St., Kansas City 8, Mo. 


Western National Sales Office: 


Y. 333 No. Michigan Ave., Chicago 1, Ill. 
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RFC Plans Steady 
Ad Campaign for 
Surplus Supplies 


(Continued from Page 1) 
is ready to start in New York, now | | 
that the deliverymen’s strike is | 
over, RFC said. Using 420 lines, 
the RFC ads are to appear in the 
New York Journal of Commerce, 
Times and World Telegram for 13 
weeks. 


| 


Has Two Purposes 


The ads are designed to serve 
two major purposes, spokesmen 
explained: To publicize goods 
which local RFC offices have on 
hand, but particularly to create a 
consciousness of RFC as a “nor- 
mal” supplier for any of the 28 
different types of capital goods 
which it will be selling. 

New York ads will contain six 
“boxes” featuring commodities 
which the local office is selling, 
and, in addition, they will contain 


|pers for 


several lines 


of text describing |effort are still sketchy, but it is 


RFC’s business methods, and giv- | | expected that the first copy will 


ithe local office. 


|ing the address and telephone of |appear in September issues. 


In its 
effort to find buyers for the huge 


The format is to vary somewhat | quantity of tools which the gov- 


jin Cleveland, where it has tenta-|ernment will have on its hands, 


tively been offered to 24 area pa-| RFC is using publications reaching 


a 12-week run, and in 
Detroit, where the 13-week sched- 
‘ule is now being completed. 
‘Eventually, officials explain, a 
|Standard format for the use of 
RFC offices throughout the coun- 
| try will be established on the basis 
of these tests. 


Larger Ads Planned 
In Cleveland and Detroit, 


| Slightly larger ads are to run the 
first week of each month, contain- 


ing the same types of information 
used in the New York ads. The 
other three weeks of the month, 
the Cleveland and Detroit ads are 
to be considerably smaller, con- 
centrating on one commodity 
which the local office is to feature 
during the week. 

The Cleveland ads are to be 504 
lines during the first week of the 
month, and 196 lines for the other 
three weeks. The Detroit ads will 


be 896 and 420 lines, respectively. | 


various trades that are likely to 
be prospects for the tools. 


‘Sell Surpluses Now’ 


Keynote at the sales meeting 
was “sell surpluses now,” with 90 
field executives and 50 members 
of the Washington staff reviewing 
the progress that has been made in 
setting up the organization, and 
discussing the problems ahead. 
Thirty topics were on the printed 
agenda, and more than 400 ques- 
tions were submitted by the visi- 
tors. 

The newspaper ad_ (for 
pamphlet “How to Do Business 
with RFC” was offered to papers 
in industrial cities of more than 


50,000, and in a few other com- 
munities of smaller size, where 
RFC has disposal outlets. The 


pamphlet classifies approximately 
3,000 items of surplus property 
under 28 general headings, and 
urges potential buyers to get on 


Details of the machine tool sales |the mailing lists of their nearest 
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are the figures: 


1941 
1942 
1943 
1944 


possible sales, lowest 


1940 slag of —— 


What the 


GENERAL MAGAZINES 


magazines, comics, and detective magazines. 
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returns. 


'., previous advertisements, we have given specific figures showing how 
this organization has developed newsstand sales for publishers of movie 


How about the publishers of magazines of a general character? 
we have distributed such a variety of publications as JUDGE, HIT, SIR, 
THE RING, PHYSICAL CULTURE, READER’S SCOPE, ASTROLOGY 
GUIDE, BEAUTY PARADE, FUN RIOT, YOUR FIGURE and others. 
They range from 10c to 25c in cover prices, from quarterlies to monthlies. 


Yet, the P.D.C. method of selling them via newsstands through its whole- 
salers does as fine a job as it has for all other types of magazines. 


type magazines............ 


If you publish a magazine that needs careful handling in distribution and 
steady sales promotion, you should consult us at P.D.C. 
to cater to your special requirements in every respect — object: highest 


PUBLISHERS DISTRIBUTING CORPORATION 


has done for its Publishers of 


Well, 


Here 


2,077,000 
11,352,000 
10,407,000 
11,184,000 
15,432,000 


We are prepared 


PUBLISHERS DISTRIBUTING CORPORATION 


1841 Broadway 


Telephone: Columbus 5-0480 


New York 23, 
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RFC branch, and to visit display 
rooms and disposal centers. 

At the present time, officials 
say, RFC is still expanding its 
sales organization and eventually 


|'will be equipped to set up sales 
jand display rooms in the center 


of important cities. In prepara- 
tion for establishing the sales cen- 
ters, the agency has _ obtained 
blueprints for standard floor dis- 
play materials from sales experts 
of the Firestone, Goodrich and 
Goodyear tire companies. 


Portable Products 
to Sykes Agency 
for All Divisions 


the | 


Pittsburgh, July 19.—Portable 
Products Corporation, for its five 
manufacturing divisions, has ap- 
pointed Sykes Advertising Agency 
to handle the entire account. 
Sykes formerly handled local ad- 
vertising for Portable in this city 
only. 

The divisions are Coldwell- 
Philadelphia division, Newburgh, 
N. Y., making lawn mowers; Paul 
& Beekman, Philadelphia, for pre- 


cision metal stamps; Taglibue 
Company Brooklyn, for varied 
precision instruments; Portable 
safety equipment, and Portable 
electrical appliances, both in 
Pittsburgh. 


The company plans postwar ex- 
pansion for its products, but has 
not announced production or 
vertising plans as yet. 


Pedder and Peters 
Take New GM Posts 


James F. Pedder, advertising 
| manager 
General Motors, Dayton, 
shifted to the newly created em-| 


vice- -president Frank R. Pierce. | 
He will be director of employe 
information, with headquarters in 
Detroit. 

F. H. Peters, manager of range 
| and water heater sales for Frigi- 
|daire, has been named to succeed 


|Mr. Pedder in the Frigidaire ad- | 


vertising post. Mr. Peters has| 


ad- | 


| trial engineering organization, 


ploye cooperation staff of General | fo, 
Motors, under the direction of GM | pany, 
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‘Chicagoer,’ New 
Magazine, to Hit 
Stands Sept. 1 


Chicago, July 19.—The Chj- 
cagoer, a new monthly magazine. 
is scheduled to appear on nevwvs- 
stands here Sept. 1, according tp 
Edwin C. Dunas, publisher. (f- 
fices of the new publications are 
at 30 N. La Salle St. 

The magazine, to follow in for- 
mat The Bostonian and The Now 
Yorker, will direct its appeal “to 
the cultured and getting-cultured 
groups who reach for the bette; 


things in life.” Fiction of the 
“slick” class, book and play re- 
views, reports on music and art, 


cartoons, fashion articles and per- 
sonality profiles will be used in 
the 40-page publication. 

The editorial staff is composed 
of Harry G. Green, veteriun news- 
paper and magazine man; Jack 
Conroy, author of “They Seek a 
City,” and Chicago Sun book re- 
viewer, and James Light, writer 
for the Consolidated Publishing 
Company, Chicago. 

Mr. Dunas was formerly a 
script and copy writer with Olian 
Advertising Company, Chicago 
and prior to that advertising man- 
ager for Parfait Cosmetics, Chi- 
cago. 


Griffin to Booz, Allen 


Jack C. Griffin, in charge of 
commercial research for Wilson & 
Co., has resigned to join Booz, 
Allen & Hamilton, Chicago indus- 


ef- 


fective Aug. 6. 


In Drackett Sales Post 


of Frigidaire a of | 
has been | 


Carlos Holscher, for the past 
five years plastics sales manage! 
Owens-Illinois Glass Com- 

has been named manage! 
of the plastics sales division of 
Drackett Company, Cincinnati. 


‘Movie Show’ in New Size 


Movie Show will change its 
format with the September issue, 
appearing in a smaller size con- 
taining more pages. Change was 


been with Frigidaire in advertis-|decided upon with the grant of 


ing and sales posts since 1936. 


lan additional paper allotment. 


IT’S TIME to sell the great 
$2,000,000,000 market that 
goes outdoors! es 
TIME to look at OUT- 
DOORS’ rapid rise in circu- 
lation—up 95.6% in 5 years! 
—in newsstand sales—more 
than 330% ahead in five 
years!—in advertising linage 
— up 268.9% in the same 
period! . . . IT’S TIME to 
get response to your advertis- 
ing — response such as a 
manufacturer of an expensive 
sporting item received: 
“OUTDOORS gave us in- 
quiries at 47c a piece... 
lower than two of the large 
circulation magazines.” . . 

IT’S TIME to reach OUT- 
DOORS’ 200,000 ABC Net 
Paid Circulation in the great 
market that goes outdoors! 


IT’S TIME FOR YOUR 
ADVERTISING TO GO 
OUTDOORS 


Hts 


729 Boylston 
Boston 16, 


OUTDOORS SELLS THE SPENDING SPORTSME 
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Pr Mts See propriation will be spent in metro-| : |and are said to be insisting that 
‘ — eo og to —— Fifth AM Network |the use of the letters by any ollie 
appliance sales an standardize | network constitutes an_ infri - 
; trade practices. Jobs for return- to Start Sept. 16 ment. “we 
PS Reo ing servicemen and a training - henna 
course also are on the association 
With the addition, on Jan. 1,| Advertising Service, before the| docket. in 26 Markets To Issue Survey Report 
i. 1946, ot oe an ronnie ac- eae Men’s Association of New a (Continued from Page 1) The first report on its 18-month 
.e, rount, J. Walter ompson Com-/| York, and will be presented be- i ‘or . ~utive | Survey of direct mail preferences 
ws- Jpany will augment its billings by|fore other advertiser and agency Goes National Se eiAne and Cen Man |e be released in September by 
> to 500,000. _ That amount is cur-|groups there. Meanwhile, four Rice Bonne, first produced ex- ing vice-president and gener _ || Edward Stern & Co., Philadelphia 
Of- Fently being spent on magazine | copies of the charts—one for each clusively for the armed forces and manager . “| printing organization. The report, 
are [Rdvertising through Ruthrauff &|of the four other branches of the UNRRA and introduced to the Mr Ve slui tered radio i | based on 1,000 personal inter- 
Ryan, which is resigning the ac- | association —in Chicago, Detroit, civilian market three months ago, 1934. ~s ne me past 4 WIM. | Views, will take up those factors, 
for- fount. “The RCA Show” heard|Los Angeles and San Francisco—|is now being marketed nationally | 7”, = Mich, ee cold hig | Other than copy, layout and sub- 
Yew JSundays at 4:30 EWT over NBC |are being prepared, with Mr.|>Y Dry Pack Corporation, New et al ight n WJIM an ‘US| ject, which influence the decision 
“to fs worth approximately $1,000,000 |Gediman’s commentaries, for use| York. Cowan & Dengler, Inc., pe - the FCC f and @P~| of industrial executives and pur- 
ied fo J. Walter Thompson. by members before advertising; New York, has been appointed plied to the or a permit to! chasing agents in choosing direct 
tar : . : _|own and operate a new station in i ciacee! 
1 * * & groups in those areas. agency for the company, which ex Grand Rapids. In 1940 he built mail material. 
‘he | schenley Distillers Corporation,| The only recent change in the|Pects to add several other new |\7 av Gne of the best equipped 
e- &.. its fiscal year ending Aug. 31.|charts was to make them more|Products to its established line of “ied ~ ee | 
+ ol y 8g g , } os stations in the country. His other 
art, BR; expected to become the first|representative of all daily news-|dehydrated foods. No advertising| 7 iti ities j _ Wanted: Sales Analyst 
eh | ; activities include the operation of ales Analys 
c*- Bistiller to do a $500,000,000 vol- | papers in the country, by reducing|1S scheduled as yet for the new/,° (icin of photography studios,|One of lients i ; 
in ts & indie Seer. emphasis on 266 dailies in 251| Product. Mette int aeteath |tae nae ke ee ee 
me in a single yea m. : and participation in  Lansing’s| but rapidly expanding organization, has 
baal * o's cities of 25,000 or more population. ao Chamber of Commerce, Advertis- d : . me 
ed ’ d Navy heads intend to . = Zs Ba ardi Nam In . samen S a good opportunity for an experienced 
ws. jg ATmy an y 1S Ul c 1 es geman [ing Club and Optimist Club. man who can take complete charge of 
ack ppee to it that the nation is better! The newly -formed Southern Milton S. Ingeman, formerly as-| The name selected for the new | Sales Analysis Department. Reply in de- 
k a epared for the next war than it|California Radio and Electrical! sistant advertising and sales pro-|network adds to complications in-| tail, giving age, personal facts, salary ex- 
re- vas for this. In the process, war| Appliance Association (AA, June| motion manager of Schenle y| volved in identifying the American | pected and full particulars of experience. 
iter Meontracts of large manufacturers/95) has a starting ad budget of| Import Corporation, New York,| Broadcasting Company, with simi- ¥ 
: iter V-J Day are expected to , aa t COrk, eee ry “ CAMPBELL-EWALD COMPANY 
ning $17,000 and the initial amount) has been appointed advertising|lar initials, but Mr. Versluis and | General Motors Buildin 
ontinue to be greater than they|may be expanded to $50,000 an-| manager of Bacardi Imports, Inc.,|his associates claim a prior right | Detrelt 2. Michigan.” 
, q fgwere before the start of this war.|nuyally. Greater part of the ap-| New York. to the use of the initials, “ABC,” | ; snl 
lian Meeneral Electric Company, for ex- 
ago (emple, is reported to have a naval 
ian. @eontract for a new device, which _ ooo ww < ——s 
“hj. [will take some years to fill. 
The fact that the post-V-J Day 
rmy and Navy probably will total 
000,000 or more men also will 
eet MEASURE YOUR APPEALS 
» of Hupplying them. 
yn & * %* ak 
“tm Business men, fearful of the e ° . * 
us- rompetitive problems that would | b | 
ee Sey Set wees ”y these 1,151 executive inquiries 
pile after conclusion of the war | 
vith Japan, have been cheered re- 
ently by the report that the Army | 
aa #petvice Forces actually are buying | The urgency and importance of your products or service to business can be measured by the extent 
pes. eed. Shipping in amounts closely | to which an get top executives to respond to your advertising appeals 
a ppproximating needs. In certain | “ ee P P y _—— 
age! dese to peg gga aa Whether you seek sampling, booklet distribution, straight inquiries, or market education, knowledge 
: of Ro 57 days’ supply on hand. | of appeals that stimulate interest and response are of great value. 
° * tk bo 
™ Jacob Ruppert Brewery, New| The readers of Dun’s Review have demonstrated unusual responsiveness to a variety of appeals. Such 
91Ze BYork, which a decade ago under an audience is ideal for “test” campaigns and as a continuous check on the interests and pulse of 
its ne leadership of the late Col. your market. 
ssue, p2cob Ruppert had the largest | 
con- ales volume in the country, but | The following are thumb-nail reviews of case histories which are available in more detailed form: 
was recently has been in the lower five | 
yf @i the Top Ten brewers, is making | ‘ i - 
P ~ fblans to ceuupwie more effectively | “87 Executives Replied to R. A. Adver- as substitutes for rubber bands. A sample was 
___ ainst Anheuser-Busch, Schlitz, | tisement in Dun’s Review.” The R. A. Com- offered. A total of 231 requests were received; 
| saantinne, Pabst, Schaefer and| pany leases automobiles to companies for sales 116 of the companies were rated over $125,000; 
poe J. Bates, formerly presi-| and service men. A total of 87 replies were 128. were from manufacturers; requests came 
lent and general manager of G.| received from a 2-column advertisement. 45 from 36 States. 
| eileman Brewing Company, La-| of the companies were rated over $125,000; 54 , 
4 rosse, Wis., recently brought in| were manufacturers; 24 replies were signed by “One Horseshoe is Good Luck.” The 
F — meron ela a pes poy presidents, owners and partners; 30 States were James Flett Organization ran a 2-column adver- 
3 oth pe eet s & represented in the replies. tisement for their salvage and scrap service and 
é. In late June the brewery filed “Thi Ex ; Replied Fire Ex received a total of 125 replies. 35 were rated 
vith the Securities and Exchange : irty ecutives ep to Fire e over $125,000; 60 were from manufacturers. 
‘mmission a registration state- tinguisher Advertisement.”’ A 2-column ad- 


| 


nent covering the proposed public | 
ale of 34,550 shares of $100 par) 
jalue preferred stock and 200,000 | 
hares of common. 
The company, it was announced, | 
Will receive only the proceeds | 
ftom the sale of 15,000 shares of. 
the preferred. The remaining pro- | 
eds will go to the five stock- 
olders who are selling all or part 
f their holdings, including the) 
State of Jacob Ruppert which will | 
ease to be a stockholder.” | 
Consolidated net sales of the) 
ompany in 1944 totaled $20,916,- 
28, and net income was $713,905, 
ifter deduction of certain extraor- 
inary and non-recurrent charges. 
le 1943 net income was $1,034,- 
American Association of News- 
Paper Representatives has decided 
Mot to publish at this time the 
laris used in its study, “Daily | 
‘tWwspapers and Chain Radio as) 
‘ational Media” (AA, June 18). 
4he original charts were shown 
cently by R. J. Gediman, Hearst 


vertisement for Walter Kidde & Co., fire extin- 
guishers produced a total of 30 inquiries; 13 of 
the companies were rated over $125,000; 13 were 
manufacturing companies; 8 were signed by 
presidents, chairmen, owners and partners; re- 
plies came from 20 States. 


“95 Business Replies in 17 Days from a 
3-inch Advertisement.”’ A 3-inch advertise- 
ment of the Photo Record Company, for their 
electric copying machine, produced 95 inquiries 
within 17 days. 48 were from manufacturers; 
26 were signed by presidents, owners, partners; 
30 States were represented in the replies. 


**231 Concerns ‘Sampled’ for $245.”” The 
United States Envelope Company ran a 2-column 
advertisement announcing their new “string ties” 


**$10,200 in Business Orders from a $45 
Advertisement.”” The Duophoto Corporation 
ran a 34-inch advertisement from which they 
received “more than 300 replies—more than 50 
signed by presidents,” and—‘68 Duophoto units, 
ranging in price from approximately $100 to 
$300, were sold.” 


“283 Executives Discover ‘Buried Offer.’ ”’ 
A 34-inch “item” without a heading appeared 
in Dun’s Review, offering a reproduction of its 
“Flag and Eagle” cover to those requesting one. 
283 executives wrote and wired for copies. Of 
the companies, 72 were rated over a million dol- 
lars; 48 were rated $125,000 to $1,000,000; 168 
requests were from manufacturers; replies came 
from 36 States. 


Reprints providing full details of the above experiences, as well as copies of the advertisements used, 


will be sent upon request. 


These results demonstrate that executives will respond directly or pass your advertisement to the proper 
functionary, whether in production, engineering, office, or purchasing. Such wide responsiveness to 
so great a variety of appeals shows that Dun’s Review provides an ideal testing ground for business 


appeals. 


Dun’s Review reaches 20,666 presidents and 35,485 other executives in the leading companies in 


Manufacturing 


of companies available. 


55.0%); Wholesaling (24°4); and Railroads, Transportation, Utilities, Retail, etc., 
(11.9%); Financial, Banking, and Insurance (8.2%). 


Detailed breakdown, by titles, type and size 


PUBLISHED BY 
DUN & BRADSTREET, Inc. 
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Dailies Report 
April War Ads 
Near $2,500,000 


New York, July 19.—Advertis- 
ing in U. S. daily and Sunday 
newspapers in support of the war 
effort totaled $2,417,590 in April 
and $11,942,192 in the first four 
months of this year, the Bureau 
of Advertising, American News- 
paper Publishers Association, has 
announced. Advertising Checking 
Bureau, Inc., compiled the figures. 

Of 36 war theme campaigns, in- 
cluding miscellaneous, the used 
clothing collection received most 
advertising support, with $557,- 
905, or 23.1% of the total. Fat 
salvage was next with $399,702 
(16.5%), followed by armed 
forces recruiting (paid for by ad- 
vertisers or sponsored by news- 
Papers) with $308,882 (12.8%), 
and war bonds with $239,435 
(9.9%). The war bond total ex- 
cludes advertising in support of 
the 7th War Loan, which will be 
reported separately by the Treas- 
ury late this month. 


Of 39 different projects, includ- | 


| ing miscellaneous, which were 
| backed by war-effort advertising 
|in the first four months of 1945, 
Red Cross headed the list with an 
expenditure of $3,315,060, or 
27.8% of the total. 
(exclusive of 7th War Loan) were 
second with $1,619,517 (13.6%), 
armed forces recruiting followed 
with $1,604,295 (13.4%), and 
fourth place went to fat salvage 
with $1,220,029 (10.2%). 

Of the $2,178,155 spent in April 
for war-effort ads (exclusive of 
the figure for war bonds), $1,- 
913,760 was paid advertising and 
$264,395 was donated by news- 
papers. Of the $10,322,675 war- 
theme ads appearing in the first 
four months of 1945 (excluding 
| the war bond total) $9,544,471 was 
| paid advertising and $778,204 was 
| donated by newspapers. 


‘Two Join ABC Sales 


| F, Wesley Geerer, formerly on 
| the sales staff of the Jersey Jour- 
|nal, has been named sales devel- 
|opment manager of the spot sales 
| division of American Broadcasting 
Company, succeeding Julian 
Boone, resigned. Also joining 
| ABC’s spot sales staff is Roy Hall, 
recently in the Army air forces. 


War bonds! 


British Rumors 
Link CBS with 


Radio Luxembourg 


London, July 15.—This has been 
a week of rumors in Great Britain, 
most of them concerning radio 
and advertising. 

First of all, the British Broad- 
casting Corporation, which is op- 
erated under the clauses of a 
charter imposing a complete ban 
on any form of advertising, has 
been taken to task by the Daily 
Express for selling recordings of 
its material to Australia, where 
it is used as sponsored program 
material. 

Second, the Daily Mail pub- 
lished a story from its correspon- 
dent with the occupation troops 
to the effect that negotiations were 
afoot initiated by the Columbia 
Broadcasting System for the use 
of Radio Luxembourg. This sta- 
tion has been operated by SHEAF 
up to yesterday and continues to 
be under OWI control. The name 
of the person who was supposed 
to negotiate was revealed and the 


rental of one million pounds men- 


—and subtly treat 


our plant. 


To MAKE for better reproduction on wartime papers, Reilly is meeting 
the challenge with new and improved electrotypes that are estab- 
lishing new standards of letterpress printing now, and are destined 


to continue quality leadership in the years to come. 


There’s balance and sheer artistry in every Reilly electrotype. Here, 
creative plate-making is a partnership of science, experience and 
imagination. These faculties are producing precision electrotypes 


that sharply define the solids and highlights of the original engraving 


the delicate middletones. 


Large dosages of sound research and manufacturing skill are a compo- 
nent part of every electrotype, and Reilly makes sure that its enviable 


record for making quality electrotypes is upheld by every plate leaving 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 
CHICAGO, ILLINOIS * DETROIT. MICHIGAN + INDIANAPOLIS. INDIANA + SAN FRANCISCO. CALIFORNIA 
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COMES TO LIFE—The yawning boy, who has been a familiar trade character 
for many years, is doing some talking in an expanded ad campaign Fisk Tire 
division is running in national magazines. 


tioned. CBS offices in London said 
they had no information on the 
matter. 

Quick upon publication of this 
news came the announcement that 
the person mentioned by the Daily 
Mail intended to take proceedings 
for libel against the paper. 

Finally, Radio Eireann came 
into the news. Here again CBS 
was supposed to be making a bid 
to secure time. Another offer was 
also made by the head of a British 
chain of motion picture houses, 
while an offer by a third buyer, a 
Canadian concern, was also men- 
tioned. 


Willys Reveals 
Details of New 
Peacetime Jeep 


Toledo, July 19.—Willys-Over- 
land Motors yesterday revealed 
details of the postwar jeep the 
company will manufacture for 
civilians, at a special press dem- 
onstration near here on the farm 
of Charles E. Sorenson, Willys- 
Overland president. 

Officials described the peace- 
time version of the military jack- 
of-all-trades as the “first vehicle 
in history to successfully combine 
the basic functions of the light 
truck, tractor, mobile power unit 
and passenger conveyance.” 

The company has begun produc- 
tion on a schedule calling for 
20,000 civilian jeeps the last six 
months of ’45. This output will 
not interfere, it is said, with the 
firm’s completion of 90,000 more 
military jeeps by the latter part 
of ’46. The company will also 
turn out 8,000 conventional-type 
passenger cars this year. 


Has Power Take-off 


The new model will differ from 
the military version chiefly by 
addition of a special power take- 
off enabling the jeep to operate 
a thresher, buzz saw or other 
machine by belt pulley or direct 
power, and a change in gear ratio 
providing for a 60 m.p.h. road 
speed. Other changes include a 
larger clutch, easier steering 
mechanism, greater rigidity of 
body frame, more comfortable 
seats, a tail gate, etc. 

Officials said the jeep will be 
sold in the U. S. through Willys- 
Overland distributors and dealers 
who will handle the entire Willys 
line. They announced that the 
firm expects to sell great num- 
bers of the jeep overseas, and that 
the company’s export department | 
is “setting up a global system of | 
sales which awaits only peace and | 
world order.” 


Herbert Hosiery Mills, Norris- | 
town, Pa., is launching a campaign 
in 26 national magazines this fall | 
and winter to promote Pedees as| 


|an all year-round foot protector. | 


Copy will stress that Pedees keep 
feet “cozy and warm throughout | 


chilly, damp days, and absorb) 
| perspiration.” Norman D. Waters 
& Associates, New York, handles 


the account. 


Pleuthner With BBDO 


Willard Pleuthner is vice-presi- 
dent and account executive at 
Batten, Barton, Durstine & Osborn, 
Inc., New York, not at J. Walter 
Thompson Company, as incorrectly 
stated in the July 16 “Getting Per- 


!sonal” column of ADVERTISING AGE. | 


} 
| 


Pedees Expands Program 


Fisk Doubles Ad 
Budget to Bring 
Boy Back to Life 


New York, July 18.—Fisk Tire 
division of United States Rubber 
Company has begun a campaign 
to change the character of the 
famous “yawning boy,” longtime 
symbol of Fisk’s slogan, “Time t 
Re-tire.”’ The company is doubling 
its 1944 advertising budget and 
will spend $300,000 this year. 

Advertisements appear in Amer- 
ican Magazine, Life and The Sat- 
urday Evening Post six times a 
year and are augmented by a 
newspaper campaign in 150 mar- 
kets throughout the country. In 
addition, 10 business papers in the 
trucking field and four dealer 
papers are being used. All the 
ads will picture the boy “in ac- 
tion,” rather than yawning. 

Copy stresses the safety angle 
and implies that Fisk tires are 
safer. For example, a recent ad- 
vertisement shows the little boy 
talking to a chicken and is Cap- 
tioned, “Chicken, don’t cross that 
road. He may not be riding on 
Fisk.” 

Copy says that tire shortages 
have prevented people from get- 
ting Fisk tires when they want 
them, but that even in rationing, 
the sign of the Fisk boy is 4 
symbol of help to motorists who 
want to get the most out of their 
tires, regardless of make. 

Campbell-Ewald Company, New 
York, is the agency. 


Peterson to Heydon 


Arthur F. Peterson, formerly 
manager of the domestic sales di- 
vision of Schering Corporation, 
Bloomfield, N. J., has been ap- 
pointed sales manager of the bio- 
logics department, Heyden Chem- 
ical Corporation, New York. He 
was previously with E. R. Squibb 
& Sons. 


WANTED 
WOMAN 
COPYWRITER 


and Asst. Acct. Exec. 


Chicago office of Chicago-New 
York 4-A Agency wants experi 
enced creative woman to act o: 
copywriter and assistant ac 
count executive for importan 
cosmetic business in Chicag: 
office. Department store an« 
agency experience preferred 
Should be capable of helpin: 
to plan and write the type ¢ 
campaigns that call for high 
style fashion interest and soun 
consumer and trade appeco 
Radio commercial writing als 
a part of the job. This openin: 
offers a permanent and we 
paid opportunity to fit into 
fast-growing agency and |! 
work closely with its top execu 
tives and clients. State qua! 
fications, experience, education 
age and starting salary desired 
Address Box 6178, Advertisin 
Age, 100 E. Ohio St., Chicag: 
11, Mlinois. 
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Pian More Ads, 
Expanded Dealer 
Setup for Sparton 


Jackson, Mich., July 18.— Ex- 
mansion of its dealer structure to 
rovide adequate nationwide cov- 
praze and an ambitious advertis- 
ne and sales promotion program 
‘e prominently in plans of 
ks - Withington Company to 
ench its Sparton division as a 
rv radio producer in the 
etime market, ADVERTISING 
was told today. 

Back of these plans is the recent 
iecision by the company to con- 
entrate on radio sales, rather 
han to “diffuse selling effort and 
pdvertising” by entering the early 
stwar period with an extensive 
ine of home appliances under the 
parton name. 

However, the firm’s announced 
wlicy of adding appliances to the 
adio line has already resulted in 
ievelopment to the marketing 
oint of an automatic portable 
roner. The factory currently is 
aking orders from Sparton deal- 
brs for these ironers. 


Drawing Up Ad Plans 


Advertising plans for .this first 
ew product are now being for- 
nulated. 

At the same time, it was re- 
ealed that quantity production 
bf Sparton radio, combination and 
elevision sets will be accom- 
panied next year by a greatly ex- 
handed advertising program, de- 
bending on availability of space, 
m national magazines and news- 
papers. The ad program is ex- 
ected to represent a considerable 
mcrease in expenditures over the 
940 level. Brooke, Smith, French 
Dorrance, Detroit, is the agency 
1 charge. 

Four-color ads have already 
been scheduled for September in- 
ertion in Collier’s, Life and The 
aturday Evening Post as the be- 
inning of a series which will fea- 
re oil paintings of home interi- 
rs by prominent artists. Postwar 
sparton models will be depicted, 
nd copy, which at first is to be 
nticipatory in theme, will carry 
1e caption: “Radio’s richest voice 
ince 1926—Sparton.”’ 


Plants Modernized 


“Sparton has a 20-year reputa- 
ion of manufacturing fine radios 
m volume,” Edward C. Bonia, 
sparton sales manager, told Ap- 
ERTISING AGE. “Our dealers are 
ong to take full advantage of 
he market ahead and our every 
fort is going to be devoted to 
iving them that merchandise. Our 
ve plants have been completely 
1odernized and the latest devices 
1 radio manufacture have been 
stalled. And through these in- 
lallations, production efficiency 
as been substantially increased.” 
Mr. Bonia reaffirmed that the 
parton cooperative merchandis- 
plan first instituted in 1939, 
‘ill be continued as an integral 
art of the company’s postwar 
setup. Under the plan, deal- 
are established as exclusive 
“lders of the firm’s franchise in 
feir communities. Where the size 
f the market area warrants it, 
wever, the Sparton lines may 
e handled by more than one 
taler. In this case, duplication 
ist first be sanctioned by the 
Mginal holder of the Sparton 
anchise, 
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»w Corporation, New York, 
acturer of variable trans- 
s and electrical instruments, 
iced its account with George 
Martin, Newark agency. 
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Trade Specialist 
Comes Up with 
‘Hard-to-Get' Line 


Chicago, July 17.—Altheimer & 
Baer, merchandising specialist 
whose wartime policy of supply- 
ing scarce merchandise to stimu- 
late retail sales has attracted wide 
interest in the trade, last week 
announced acquisition of a new 
list of “hard-to-get” houseware 
items, 

Heading the list is a low-cost 
floor lamp, said to be the first such 
appliance priced at less than $10 
retail since 1941. Other products 
being delivered by the company 
include dinnerware, clothes bas- 


items. 


said: 

“During wartime, when supplies 
of all housewares have _ been 
scarce, it has been difficult even 
to attempt to follow our regular 
activities toward retail sales de- 
velopment by advertising and 
sales promotion. We continually 


search the national manufacturing | 


field for items that stimulate busi- 
ness for merchants suffering from 
merchandise shortages. Popularly 
priced items that meet the demand 
for widely used household wares 
are always in strong demand. Our 
present efforts are aimed at finding 
that type of merchandise and get- 
ting it to merchants.” 


Britain Relaxes 
Financial Ad Ban 


London, July 14.—With security 
precautions no longer necessary, 
the first “Information Only” ad- 
vertisements since the war ended 
appeared this week in London’s 
financial newspapers, describing 


new shares offered on the Stock | 


Exchange. 


Prior to outbreak of the war, a| 
Stock Exchange rule made it com- | 


pulsory for a company to publish 
“Information Only’’ advertise- 
ments in two newspapers when- 
ever it introduced new shares on 
the market. In 1940, the govern- 
ment decided that such publica- 


Scottish Co-ops 
Consider Network 
of Gas Stations 


New York, July 18.—Until now 
|concerned chiefly with foodstuffs 
, and other household commodities, 
' directors of the Scottish Coop- 
/ erative Wholesale Society are con- 
| sidering establishment of a chain 


be co-op gasoline stations which | 


would provide a network of petro- 


'leum distribution throughout Scot- | 


-BMB Approves Budgets 
for 3rd Quarter of ‘45 


| land, 

U. S. cooperators learned this 
fact last week from Tom Taylor, 
|an official of the Society, now in 


made in laundry service and 
burial service, and that the co-ops 
are the largest manufacturers of 
furniture, having just purchased 
another furniture factory. 

The Society’s postwar 
calls for further development of 


the dry goods field, clothing, and 
footwear, and the manufacture 
and distribution of electrical ap- 
pliances, with the organization 
also ready to work for the devel- 
opment of cooperative mail-order 
service. 


The finance committee of the 


| America working with the Euro-| Broadcast Measurement Bureau, 
pean regional office of UNRRA.| meeting in New York with Hugh 
kets, market carts and several toy| The Scottish co-ops are in touch | Feltis, president, has approved the 
| with U. S. consumer cooperatives | recommended operating budgets 

Of the company’s policy, Milton|from which they hope to obtain|for the July-September. quarter, 
L. Altheimer, head of the firm, | petroleum products if the plan is | announcing that 199 stations have 


Currently 75% of the volume 
of the Scottish organization is in 


the milk in Scotland. It 
pointed out that progress is being 


was | Inc., 


approved, Mr. Taylor told the Co-|paid the Bureau $143,015 as the | 
operative League of the U. S. A.| first assessment. Headed by Roger | 


Clipp, WFIL, Philadelphia, the 
committee includes Leonard Bush, 


| foodstuffs, it was said, with co-|Compton Advertising, New York, | 
operatives handling one-third of | and Lowry Critas, General Mills, | 
Recommenda- | 


Minneapolis. 


tions on the 1945-46 operation 


agenda | 
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of BMB will be submitted to 
|the executive committee Aug. .6 
|and presented to the board for ap- 
proval Sept. 11. 

The BMB technical research 
group of nine members (AA, July 
'9) will meet July 25 to go over 
such matters as size of sample, al- 
locations, expanded definition of 
| the measurement, and suggestions 
be major market independent sta- 
| tions. BMB members now total 
| 541 stations, of which 467 are net- 
| work affiliates and 74 indepen- 
dents. 


| 
‘Browne Ups Tyson 

Frank Tyson, member of the 
copy staff of Burton Browne, Inc., 
| Chicago, has been named to head 
the agency’s copy department as 
director. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums 


|| We supply complete copy for U. S. and 
|| foreign countries — Astronomical Mat- 
|| ter, Weather Forecasts, Astrological 
Data, Planting Tables, Fishing Calen- 
dars etc. 


HART WRIGHT CO. 


Penn Yan, N. Y. 


 faciou 
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Lirectress of Murses? 
Maintenance Supervisor? 


Dietitian? 


¢ 


Qoerating 


tion provided information to the) 


enemy, since the details of why 


new capital was required indicated | 


increased activity in a_ certain 
field, such as new factories going 
up, etc. 


and the first “Information Only” 
ads were run this week on a vol- 
untary basis. The Stock Exchange 
rule requiring such notices prob- 
ably will again be imposed. 


Spiegel Buys Arizona 
Home Furnishings Store 


Spiegel, Inc. has announced 
purchase of Dorris-Heyman Com- 
pany, largest home furnishings 
merchant in Arizona, with a five- 
floor building in Phoenix and 
a branch in Tucson. 

The purchase makes a total of 


eight retail home furnishings 
stores now included in the mail 
order chain’s retail expansion 
program. 


Dura-Gloss Uses Color 


Lorr Laboratories, Paterson, N. 
J., will use four-color advertise- 
ments promoting Dura-Gloss nail 
polish for the first time in the 
company’s history next month. 
advertisement will 
the August Glamour. 
Davis & Platte, New 


in 
Anderson, 


| York, is the agency. 


Wanted: Sales Manager 


bu ness which was slowed down during building bans. 


‘nw how to pick executive-type field representatives, and how to supervise 


ta eling the nation over. 
SO. "se, unimpeachable integrity. 


a 


" established midwest publishing firm in the homebuilding field is looking 
or an exceptionally able sales manager to build up a department of its 


Suh @ man must have had an outstanding record of personal selling, must 


r activities. The job is permanent, 
It calls for vision, energy, industry, and of 


coress: Box 6180, ADVERTISING AGE, 100 E. Ohio St., Chicago II, Ill. 


highly paid, and involves considerable 


| 


services. 


partment head. 


compared with another. 


Pharmacist ? 
koa, oa 
400M Supery/sop 2 


The chances are you sell one of them in one 
hospital and another in the next. For in spite of 
the fact that all hospitals have one thing in com- 
The ban has now been lifted | mon, as havens for the sick and injured, their man- 
agement practices vary as widely as is the case 
in any industry where you sell your products or 


At Hospital ''A" a given department head may 
have full authority to purchase expendable sup- 
plies but may not be empowered to buy equip- 
ment or fixtures. At Hospital ''B" all purchases 
for the same department may be cleared through 
a purchasing agent. Hospital "'C'’ may follow a 
completely different procedure where the super- 
intendent buys upon recommendation by the de- 


Thus the department head may vary in impor- 
tance from cases where he has full authority to 
others where he has none. And this degree of 
authority may vary greatly for one product as 


For this reason advertising plays a very impor- 
tant part in selling to the hospital market. Prop- 
erly conceived and carried deeply into the com- 


| J ich 


Chet? 


sell those who 
In a compact, 
vidual purchas 


HOSPITAL 
Our balanced 


House 


wsiNess Office Mang 


Maternity Room SY, 


Which of thes Buying 
Co You SAL 7 


ckeepe”: 
£7G1n eer ? 


ng gent 7 ? 
Purchasing #4 undry Head 


La 


rt 
erVv/sor: 


LAR 


plex administrative structures of hospitals, it can 


influence as well as control buying. 
concentrated market, where indi- 
es are normally very large, such 


advertising can and does produce results greatly 
out of proportion to its cost. 


MANAGEMENT can take your 


story to all the people who influence purchases. 


editorial program of "how to do 


it" articles and the outstanding news service of 
the field, produces readership which takes hospital 
people right to your story. 


More than three quarters of the hospitals where 
HOSPITAL MANAGEMENT 


copies from one department head to another. 


is received route 


And in articles, correspondence and display ad- 


vertisements in each issue, we have urged even 
greater practice of this procedure so that our 
penetration into the market will be even greater. 


Hundreds of advertisers have found this the 


ideal medium for increasing their sales in one of 
the greatest of markets. Ask for our circular giv- 


AGEMENT, o 


representatives 


For Detailed 
Reference Dota 


THE MARKET 


DATA BOOK 
Business 
Publicotions 
Edition 


The Only Hospital Publi- 
cation which is a member 
of both the ABC and ABP. 


ing the complete story about HOSPITAL MAN- 


r better yet, have one of our 
give you that story. 


Stoiptal 
(eluent 


100 E. OHIO STREET, CHICAGO 11 
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Weekly Publishers, 
4A’s Mull Joint 


Promotion Fund 


New York, July 19.—The Na- 
tional Editorial Association and 
the American Association of Ad- 
vertising Agencies are considering 
a proposal put forth recently by 
Walter B. Sanders, chairman of 
the board of publishers of the 
American Press Association, to 
participate in a $100,000 fund- 
raising drive, proceeds to be used 
for promotion and research of the 
weekly press. 

If the plan and detaiis of col- 
lecting the money are approved, 
the fund would become operative 
immediately and, according to 
American Press Association rep- 
resentatives, “would fill the re- 
quest of many advertising agen- 
cies for an impartial, independent 
research organization supplying 
vital market information about 
weekly newspapers.” 


Denies Tie-in 


that the 
Newspaper 


Reports American 


Weekly 


Publishers’ | 


Council, a research organization 
organized early this year under the 
chairmanship of Vaughn Flannery, 
publisher of the Hartford Gazette, 
Bel Air, Md., might tie in with the 
plan in some way are denied by 
Charles Emde, vice-president and 
general manager of the American 
Press Association. He informed 
ADVERTISING AGE that the groups 
considering the $100,000 fund 
are not giving the council ‘“fi- 
nancial support,’ but will work 
with it to supply information 
whenever possible. 


Weekly Groups Independent 


Mr. Flannery confirmed this 
statement, pointing out that the 
council, while willing to accept 
financial support without strings 
from any organization interested 
in unearthing facts on the weekly 
newspaper field, is an indepen- 
dent group of seven weekly pub- 
lishers (AA, May 14). This group, 
Mr. Flannery emphasized, exists 
for three purposes only: To get 
the facts and report them, to in- 
terpret the facts to advertisers, 
and to foster research—both quan- 
titative and qualitative—of the 
weekly newspapers. 


Co-op Groups Map 
Education Program 


Chicago, July 18.—A prelimi- 
nary report containing recom- 
mendations for national coordi- 
nation of the work of three coop- 
erative organizations has been ap- 
proved in principle and referred 
back to the joint national coordi- 
nation committee for more de- 
tailed study. The groups involved 
are National Cooperatives, Inc., 
the Cooperative League of the 
U. S. A., and the National Coop- 
erative Finance Association. 

To fill the ‘need of an expanded 
emphasis on voluntary economic 
action on the part of all people in 
the U. S., not only because of what 
farmers have already demon- 
strated possible, but to provide an 
antidote for the apparent drift to 
some form of statism,’ the com- 
mittee recommended the appoint- 
ment of a qualified executive by 
the three co-op associations; the 
setting up of specific percentum 
funds, based either on volume of 
business done or net savings ac- 
cumulated, for educational pur- 


poses; development of an educa- 


| tional program approved by each 


board and allocated to one of the 
organizations, and continued study 
of possible new projects to be 
undertaken. The committee ad- 
vised postponement of the ques- 
tion of legal consolidation. 


Silbar to R. L. Polk 


Robert G. Silbar, for the past 
three years special assistant in 
charge of public relations in the 
Detroit office of WPB, has joined 
the creative staff of the direct 
mail division of R. L. Polk & Co., 
Detroit. He was formerly assist- 
ant sales promotion manager of 
the Chrysler division of Chrysler 
Corporation, and also has been 
advertising and sales promotion 
manager of the Covered Wagon 
Company, Mt. Clemens, Mich. 


Reynolds Ups Carter 


Glenn E. Carter, with the Rey- 
nolds Metals Company since 1929, 
has been promoted to manager of 
the foil division for the Ohio 
River area, with headquarters in 
Cincinnati, and will cover West 
Virginia, Indiana and Kentucky. 


Tomorrow—and every (lay 


2,000,000 MEN 
in THRILLING, U.S.A. 


They will reach for a Gillette or a Star blade, for a 
Frank Medico or Milano pipe, for Wildroot hair 
products, for Pepsi-Cola, for a Baby Ruth bar— 
and for many other nationally advertised prod- 
ucts — because these advertisers appeal to them 
through The Thrilling Group of fiction magazines. 


You can induce them to reach for YOUR product! 
“Thrilling, U.S.A.” consists of 2,000,000 MEN — 
more men than in any American city except New 
York! It costs only $1,250 a page per month to 


sell them—during their most leisurely hours— 
while they are relaxed and receptive. 


THE THRILLING crou 


2,100,000 circulation 6 mos. average June 30, 1945 (Member ABC) 
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Dailies Use 3% 
Less N ewsprint; 
Per Cents Revised 


New York, July 18.—The Ame. 
ican Newspaper Publishers Asso. 
ciation reports that, because 
percentage of total newsprint 
sumption represented by the g 
of newspapers reporting to 
ANPA has dropped during the 
past year, instead of remaining 
fairly constant as is customary, j; 
has been necessary to estimate 
figures on the first half of 1945 
on a revised percentage of 70%, 
with totals corrected accordingly 

The percentage is being recaj. 
culated more frequently thay 
usual, and the association believe; 
it will be necessary to make a fur. 
ther revision at the end of the 
year, at which time the correctioy 
of total consumption for the las 
six months of 1945 will be mac 
to correspond with the actua 
situation which will exist in tha 
period. Increasing quantities o 
newsprint required by governmen; 
agencies for war requirements an; 
for temporary supply in liberated —™ 
areas are responsible for the drojy feos 
in newsprint consumption, ANP. ea sae 
points out. pa 


Used 190,511 Tons 
Papers reporting to the asso 


ciation consumed 190,511 tons \ 
newsprint paper in June this yea 


Advertt. 


the 
n- 
roup 
the 


compared with 191,077 in 194 pat 
(.38% decrease), and 242,404 ton 
in 1941 (21.4% decrease). The 


year 1941 is the base for calculat/ 
ing allowable use by newspaper: 
Total estimated newsprint con 
sumption for June, 1945, includin 
all kinds of uses, was 272,159 ton: 
with a_ 1,660,855-ton total esti 
mated for the first six months of 


Al 
1945. so Be 
During the first six months public re 
this year reporting mewspaper da ot 


used 1,162,599 tons of newsprint 
a decrease of .5% under the fir: 
six months of last year and a de 
crease of 20.8% under the firs 
six months of 1941. 


Uniform Account Placed 


Bencone Uniforms, New York 
manufacturer of Army nurse uni 
forms and equipment, has ap 
pointed Seidel Advertisin 
Agency, New York. Trade jour 
nals are being used with additiona 
media being planned. 


Dessau Joins ‘Redbook’ 


Alvin H. Dessau, formerly wit! 
Look, and recently a_lieutenall 
commander in the U. S. Nava 
Reserve, has joined the New Yori 
sales staff of Redbook. 


‘PARTY L 
sponsorshi 
network, ¢ 
T. Jones, 
Globe M 
Allen We 
buyer of 

office 


DISTINCTIVE OUTDOOR DISPLAYS 


g-T-R-E -J-C-H 
ADVERTISING DOLLARS 


Statistics prove that small, 
well located highway disp!ays 
receive 91% readership 
compared with large, more 
expensive, billboards. You can 
obtain more highway disp'ays 
—giving you greater repet tion 
—for your advertising do!lar 


National Advertising highw9Y 


displays are soundly cons!/ucr 
ed and continuously serviced 
to maintain excellent appeo”™ 
ance and visualization. Write 
today for detuile 
} informorion 

| DISPLAYS 
| NATIONAL ADVERTI< ‘N° 
| COMPANY : 
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AIR FAMILY AFFAIRS—The Borden Co.'s bovine family, Elsie, Elmer and 

Beulah, give a resume of the company's annual report to stockholders in this 

public relations ad to be released nationally July 24. Conversation and art 

give a breakdown of the Borden dollar as it benefits farmers, employes, 
operations, stockholders and Uncle Sam. 


PARTY LINE’ SIGNERS—Principals in signing of the pact for Globe Mills’ 

sponsorship of “Elsa Maxwell's Party Line,’ starting July 16 on the Don Lee 

network, are, left to right: Milt V. Carlson, Don Lee account executive; John 

T. Jones, assistant general sales manager, and P. J. McKenney, president, 

Globe Mills; Virginia Clegg, account executive, McCann-Erickson; Lewis 

Allen Weiss, vice-president of Don Lee; Mary Kaye Cain, space and time 
: buyer of the agency; Burt Cochran, manager of McCann's Los Angeles 
= office, and Henry Gerstenkorn, assistant sales manager of Don Lee. 


(TER and PROTECTION 
FOR THE PEOPLES OF 
WAR-TORN COUNTRIES... 


splays 
er tion 


d« ilar. 


gh way 
astruct 
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write 
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nN 
1S) LLUSTRATES WAR USES—This example of the use of insulite in prefabricated 
‘nd barrack type construction for war-torn England and other European 
4 sourtries is one of a series of posters prepared by Minnesota & Ontario 
id tper Co., Minneapolis, to stimulate greater job interest among employes 


*y familiarizing them with the uses made of the materials they manufacture. 


PHOTOGRAPHIC REVIEW 


PONTIAC 


REVIVES PRODUCT COPY—This is 
one of the new magazine and farm 
publication series resuming product 
appeals—after a four-year lapse—for 
Pontiac Motor division of General 
Motors Corporation. MacManus, John 
& Adams, Detroit, handles the 
account. 


Fonte Cochin RESTOCRAT 
OPENER —This page, scheduled by 
Triple Cushion Corp., Chicago, for its 
new Restocrat (AA, July 9), will ap- 
pear in the September House & Gar- 
den and October House Beautiful, 
with a quarter-page set for the Oc- 
tober American Home. 


SCHEDULED — An important part of 
the Westinghouse postwar appliance 
program is this new automatic clothes 
drier, which will become a companion 
piece of the Laundromat washing ma- 
chine developed just before the war. 
The new drier will go into mass pro- 
duction for national distribution as 
soon as facilities and materials are 
available. 


WOMEN GET TOGETHER—Some of the feminine contingent at the 4th 
wartime conference and 42nd annual business meeting of the Pacific Adver- 
tising Association, held at San Jose, Cal., were, front row, left to right: Alice 
Belding, wife of Don Belding, FC&B, and president of the Los Angeles Ad- 
vertising Women; Mabel Kinkaid, ad manager of |. Magnin's Santa Barbara 
store, and new president of the Santa Barbara adclub, and Lillian Weber, 
wife of President George Weber, PAA. Back row: Merle 2rothers, executive 
secretary, Advertising Club of Oakland; Martha Gaston, retiring president, 
Los Angeles Advertising Women, and Benet Hanau, chairman, club service 
committee, PAA, Phoenix: 


"tbe Ci. | Ms 


NEW PREXY TAKES OVER—Clark L. Hastings, vice-president and general 
sales manager, Rochester Mfg. Co., left, new president of the Central New 
York Industrial Advertisers, receives the charter from past President Herbert 
R. Hanson, of Charles L. Rumrill & Co., as Grantly Wellington, of the 
Rumrill agency, newly elected secretary and treasurer, looks on. 
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CALLS FOR VOLUNTEERS—Hawaiian Pineapple Co., San Francisco, is con- 

tinuing, for the fourth year, its seasonal appeal for volunteer workers to 

help harvest the nation’s food crops with this color page, appearing in a list 

of national magazines July-September. N. W. Ayer & Son, San Francisco, 
is the agency. 
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NEW YORK e 


“Today science is the keystone 
of victory...Tomorrow the key- 
stone of the future —sic General David Sarnoff 


POPULAR SCIENCE Monthly forecasts, following V-J Day, 
a “machine age” greater than any you have known 


After Victory, Americans are going to demand in greater volume than ever 
before the necessities, comforts and luxuries of life made possible by scien- 
tific research. 


Proof? Never before in POPULAR SCIENCE history has interest in things 
mechanical been so keen as now. Leaders of industry affirm the fact. Many of 
these, like General Sarnoff, are know-how men... mechanically inquisitive . . . 
men who would rather tinker a machine than read a short story. 


The Army and the Navy are educating millions of men in mechanics. This 
assures POPULAR SCIENCE Monthly a still larger circulation when these men 
with their newly acquired mechanical skills return to civilian life. POPULAR 
SCIENCE Monthly’s future is indeed bright. 


Mr. Advertiser! If yours is a new and better product, cultivate the mechan- 
ically-inquisitive men. They are not only first readers about the new but 
first buyers. Surveys prove conclusively that POPULAR SCIENCE families rank 
higher than others in ownership of all kinds of mechanical products—auto- 
motive, household, industrial. 


Reach these men through the pages of their favorite magazine, POPULAR 
SCIENCE Monthly. More than 650,000 of them read it each month—for busi- 
ness, for pleasure! 


Spearhead for Post-War Ma 


THE NEWS~PICTURE MAGAZINE OF SCIENCE AND 


CHICAGO e CLEVELAND e DETROIT 


At 17, David Sarnoff took a post on Nantucket Island because 
there was a good radio library there. He stayed until he had 
mastered every book on the shelf. Now, as President of RCA, 
he typifies the present trend in industry to select know-how 
skill for the top job. Note the telegraph instrument: it is 
General Sarnoff’s way of “keeping in practice.” 


Brigadier General DAVID SARNOFF, 
President, Radio Corporation of America 


HE LIKES MACHINES 
... has a knack for 
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